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x able 
Vdirect on to a tape recorder, he 
‘or she would tend to be more than 
Pusually co-operative. 
‘of door-to-door 
‘difficulties of running a micro- 
“phone from the recording van to 
“the door of the prospective inter- 


“team i 
and the conclusions to be drawn 
' from a depth interview would not 


i 
F to use 

straightforward questionnaire in- 
* terviews 


SHOWCARD & SIGN CO. LTD. 
Paragon Works, Enfield, Middx. 
Tel: Howard 1651 
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ACME 


Recorded Voices 
In Research 


Sirn,—Reading the excellent 
paper by S. Oreanu on the diffi- 
culties of depth interviewing 


(ADVERTISER'S WEEKLY, Septem- 
ber 27), prompts me to inquire 
why greater use has not been 
made of recording vans in mar- 
ket research interviews, 

[he microphone holds great 
fascination for the general pub- 
‘lic, and if the interviewee were 
to record a conversation 


In the case 
interviews, the 


Viewee are surely not insurmount- 
able, and on occasions when the 
interview is held in the street, the 
only major difficulty would be to 
‘avoid causing a disturbance by 


‘attracting too great a crowd of 
‘curious onlookers. 


The record- 
ings could be played back to a 
of experienced analysers, 


‘be the sole responsibility of the 


: interviewer, 


The saving of time and conse- 


' quently money must be obvious, 


and it should also be economical 


this method to record 


where hesitancy and 
other psychological factors cap- 
tured in a voice recording might 
not otherwise be noted, 

Objection might be raised on 
the ground that the subject would 
tend to concentrate more on the 
method of delivery than on the 
substance of the conversation due 
to the novelty of recording his or 
her voice. An experienced in- 
terviewer, practised in the art of 
putting people at their ease, 
should be able to overcome that. 

In view of the fact that mar- 
ket research is such an expensive 
item, I have no doubt that many 


TO THE 


LETTERS 


EDITOR 


readers would appreciate com- 
ment upon what appears to be 
not only an economic advantage, 
but also a means of obtaining a 
greater degree of accuracy in 
analysing results. 
DENNIS W. SAUNDERS, 
Advertising Department—Tyre 
Group, Dunlop Rubber Co., Ltd 
Birmingham 24. 


Government’s ‘Bad 
Advertising’ 

Sir,—l should like to draw 
attention to a recent Government 
booklet called Help Yourself 
because I think it may well be of 
interest to those who believe 
advertising has a part to play in 
our national affairs. 

This booklet was written by the 
Information Division of the 
Treasury and produced for it by 
the Central Office of Information. 
No one has yet pointed out that 
the Treasury has endeavoured to 
use advertising technique to com- 
municate with the people. Also, 
as far as | am aware, no one has 
suggested what might be done to 
avoid the type of failure which | 
think has occurred. 

What does Help Yourself aim 
to achieve? Assuming the answer 
is clear from looking at it, it may 
then be asked: Is this booklet 
based on the truth? Is it attrac- 
tive enough-te-be read? Is it 
demonstrative enough to make 
the people to whom it is ad- 
dressed act? The booklet does 


not come within measurable 
distance of these well-tested ad- 
vertising standards. 

I think that if the Treasury had 
calied in any one of at least 
twenty established advertising 
agencies, it could not have failed 
to have had a better job done. 

Bad advertising is a waste of 
money. Bad Government adver- 
tising is, of course, a waste of 
public money. Whether Minis- 
tries should devolve their adver- 
tising problems to established 
agencies, or whether the Civil 
Service should attract talent and 
experience equivalent to that 
which can be offered by estab- 
lished agencies, to form its own 
agency, must surely be a matter 
for serious consideration. 


B. HUTTON-WILLIAMS. 
200 Cromwell Road, S.W.5. 


Poster Stamps—100 
Years Old 


Sin,—Many people will have 
been interested to learn from Mr 
Freer’s letter (September 20) that 
a new idea, “the poster stamp,” 
was brought out by a German. 
The first poster stamp was issued 
in 1851 to commemorate the 
Internationa] Exhibition in Hyde 
Park, London—exactly 100 years 
before the Festival of Britain— 
and it was of British origin. 

It was not until the end of the 
nineteenth century, however, that 
the poster stamp was taken up 
seriously. In those early days 


25 Years 


October, 1926 


The Star was enlarged to 20 
pages. 
* * * 


Illustrated Newspapers Ltd., was 
formed after a £3 million deal in 
which Sir John Ellerman was in- 


vol 
. - 
_ Advertising by means of 
illuminated si on aeroplane wings 
was te or + ad oe. 
A £250,000 a year ca’ ign for 
branded fruit was a: campai have 


increased sales 211 per cent in 
America. 
7 7” a 
Plans for a 1927 Advertising Con- 
vention to be held in London were 
approved at the annual meeting of 
the Advertising Association. 
* * ~ 
Bye-laws restricting outdoor ad- 
vertising were made by London 
County Council 
* * *~ 
oon Graphic, the oldest picture 
f, was incorporated in the 
Daily Sketch. 


A ACME 
* SHOWCARD. & SIGN CO. LTD. 
Paragon Works, Enfield, Middx. 
ACME Tel : Howard 165! 


its main function was to com- 
memorate events. From this, to 
its later use as a form of adver- 
tising, was but a short step. 

Only in comparatively receat 
years have such stamp issues 
come to be called “poster 
stamps.” Originally they were 
referred to as seals, labels or 
stickers—names which to-day are 
still used by some people. 

That the German stamp was 
of excellent design would accord 
with all that one expects; but so 
are some of the British, the 
American, the Swedish, the 
Norwegian, the French, Czecho- 
slovakian, Australian, South 
African; in fact, thousands from 
all over the world are “veritable 
works of art.” 

So great has become the in- 
terest, that to-day it is estimated 
that there are greater numbers of 
collectors of poster stamps in 
America and on the Continent 
than there are of postage stamps. 
Early in the 1930's the British 
Poster Stamp Association was 
founded by a V. L. Danvers. It 
is being resuscitated now. 


LEONARD A. STRONACH, 
Managing Director, 
Posterstamps Ltd. 


Perturbed By News 
Of McLellan 


Sir,—We were much perturbed 
to read of the resignation of G. L. 
McLellan from the Council of the 
London Poster Advertising Asso- 
ciation. 

We sincerely hope that Mr. 
McLellan will reconsider his 
action in resigning, as we feel 
that he has rendered considerable 
service to the Association and has 
an intensive practical knowledge 
of the billposting trade. We feel 
sure that his loss from the Coun- 
cil of the London Poster Advertis- 
ing Association will be seriously 


felt. 
G. LONGMAN, 
Longman’s Billposting Ltd. 
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Sells more copies. Sells more goods. WOMAN AND HOME is Britain's 
biggest—selling monthly magazine, And, for feminine, home 


and family products, Britain’s greatest monthly advertising medium. 


WomMan«-tiom 


AN A.P. PUBLICATION - PAGE RATE £540 - I/- MONTHLY 


A.W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, FARRINGDON STREET, E.C.4 
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The figure 


THE FIGURE of the tycoon is The Economist’s 
(not wholly serious) symbol for the kind of 
readership it achieves. He represents the 
successful man. And in the past few years 
more and more of Britain’s successful men have 
been (1) buying The Economist to keep them- 


and the facts 


selves well-informed on matters of the day ; 
and (2) buying space in The Economist in 
order to bring their products to the attention 
of others of their kind. These two diagrams 
show the facts; and rarely can facts have 
spoken more plainly for themselves. 


I AVERAGE WEEKLY NET SALES OF THE ECONOMIST SINCE 1947 
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2 ADVERTISING SPACE SOLD IN THE ECONOMIST SINCE 1947 
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The Economist 22 Ryder St. London SW1 - Whitehall 1511 


daa le _ HALF YEAR ONLY: 569 pages 
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‘BATTLE’ BEGINS FOR POSTER SITES 


Wall’s Want The Best But 
Are Prepared To Wait 


A “battle” for poster sites may be éxpected soon. 


T. Wall 


& Sons Ltd., the ice cream firm, newcomers to poster advertis- 
ing, are hoping to secure “the best” positions. 


In a monthly news-sheet issued 
for private circulation among 
their sales staff they state: “This 
winter we are using posters as a 
major part of our advertising 
attack. ... Five thousand sites 
throughout the country will keep 
repeating the theme “Take home 
some Wall’s ice cream. Simply 
wrap it up.’ 

“Great names have added to 
their fame by using posters— 
Oxo, Bovril, Ovaltine, Guinness, 
Persil, Shell, Sunlight, to mention 
only a few. The name of Walls 
is already famous, but our 
posters will make it more so. 

“We may well remain on the 
hoardings for many years and 
will become as well known for 
our posters as Guinness, and the 
others. But we shall not achieve 
this immediately. Some of these 
famous names have been using 
posters for twenty years or more; 
and in poster advertising once 
you have a site you keep it as 
long as you want.to. We cannot 
expect the best sites all at once. 

“Just as these famous firms 
started so are we now starting to 
build up our sites. 

“We have made a very good 
start, and on the whole have ob- 
tained a high proportion of first- 
class sites. But Oxo, Guinness 
and Ovaltine and the others are 
not going to give up their sites 
if they can help it, and we must 
expect for some time to be on 
quite a number of sites which are 
not so good. 

“We will give up the not-so- 
good sites as we are able to get 
the better ones; and so in time 
we will be getting, and holding 
on to the best sites. In the mean- 
time remember that every site is 
vital to us. We certainly shall 
not have any sites which are not 
individually doing a good adver- 
tising job.” 


No Change In 


Paper Prices 


No changes are to be made in 
paper prices at present, 

This decision has been arrived at 
(our paper trade correspondent 
understands) in spite of opinion 
held by some producers that 
increased operational costs, 
aside from current prices of 
wood pulp and esparto grass, 
have increased to such an 
extent as would justify a 
further increase in paper prices. 

There is a general desire in the 
paper industry for more stable 
conditions and producers hope 
that the decision to hold prices 
at their current levels will 
induce greater confidence 


Should production costs continue - 


to mount, however, this deci- 
sion may be reconsidered. 


. . 

Built Biggest Stage Set 
Settings for the new Stoll show 
“Rainbow Square” were built by 
T. Robinson Studios Ltd. It is 
claimed to be the largest and most 
cosily setting ever built for a 
London stage—45 ft. high. 


A peep behind the Iron Curtain. 

This is how Persil is advertised 

in Eastern Germany—a huge cut- 

out display on a street corner in 
Leipzig. 


PRICE CUT QUIZ 
FOR POLITICIANS 


There was strong support for 
the system of resale price main- 
tenance for branded goods of 
guaranteed quality at the autumn 
conference of the National Cham- 
ber of Trade. 

Delegates representing 250,000 
traders unanimously passed a 
resolution calling on the 
Government to refrain from in- 
troducing legislation making re- 
sale price maintenance illegal. 

It was stated that the system 
protected consumers against over- 
charging and price cutting, and 
assured good wages and condi- 
tions of work for employees and 
a fair reward for retailers. 

A resolution condemning mea- 
sures likely to restrict free enter- 
prise is to be sent to Parliament- 
ary candidates who will be asked 
to answer a questionnaire. 


Why The Railways Say ‘No’ To 
Electric Maps—With Ads. 


British Railways have turned 
down an offer by the Davis 
Advertising Service Ltd., of Man- 
chester, to supply railway stations 

free of charge—with electric 
wal] maps which enable travellers 
to pin-point each town’s bus and 
taxi ranks, amusement centres 
places of interest, public build- 
ings, and business premises. 

These maps, of which 400 have 
been installed in various parts of 


the country, including bus 
stations, have recently been help- 
ing to guide thousands of Festi- 
val visitors in London. They are 
edged with advertisements. 

L. M. Balcombe, a director of 
the firm, told ADVERTISER'S 
Weekty: “These maps would 
have been of great assistance to 
the travelling public, but British 
Railways refused to have them 
installed because of the ads.” 


| an EO a “, Se oe - Se ee one 
eo, a ———— — i 
‘ide ail - 
a: Of the ojupoal f 
° Mm to Be | 
nq et " 
r : ee . \ : _—__ 
; a i % Dersil ft ft c: ; 
on 4 a : 
oe ‘ vy) er ' x 
ae po ; . 
es © = : 
oe ’ 
= _ hh ga 
a $ a, ; 1 : 
eral ’ ail < 427 8 oa be & . - ) 
a Bas | |B. . I 
e | 3 
4 
ee : | ? 
aoe ais Ad ee * : oe 
4 be ? he J « = is 
. . aii A NEWNES-PEARSON PUBLICATION ; 
| am «=F Q '* + 
; € " 
ay a 4 : _ 
LO ——EE——e >» ie 


Seah Sack 


eS AT ea 


ADVERTISER'S WEEKLY 


How Price Increases Have 
Affected Circulations 


Owing to newsprint restrictions and price rises, A.B.C. figures for 
national dailies and London evening papers are lower for the first 
half of this year than for the second half of 1950. 

Only exceptions among the dailies are the Manchester Guardian and 
the Financial Times. Sunday papers whose figures have improved 
are Observer, Reynolds News, Sunday Dispatch, and Sunday Pictorial. 
The A.B.C. figures are: 


NATIONAL MORNING 1950 1951 
Daily Express 4,220,952 4,168.694 
Daily Herald 2,092,880 2,003,217 
Daily Mail 2,293,565 2,266,641 
Daily Mirror 4,618,923 4,514,339 
Financial Times $7,319 $9,255 
Manchester Guardian 137,499 138,656 
News Chronicle 1,560,412 1,507,070 
The Times 240,0) 231,659 

SUNDAY 
News of the World 8,440,014 8,406,844 
Observer 436,257 449,580 
People 5,181,250 5,162,746 
Reynolds News 705,303 712,421 
Sunday Dispatch 2.593387 2,631,146 
Sunday Express 3,435,030 306,405 
Sunday Pictorial 165,253 5,169,834 

LONDON EVENING 
Evening News 1,733,079 1,677,526 
Evening Standard 871,380 839,458 
Star 1,245,471 | 1,229,725 


Poster Challenge Film Requirements 


In Lanarkshire 


A. M. Rosie, Lanarkshire 
County planning officer, has asked 
burgh surveyors to submi; 
details of advertisements in their 
areas which they consider to be 
either dangerous or detrimenta! 
to amenities. 


Of Schools 


Full-scale market research into 
the film requirements of schools 
is to be conducted by the Film 
Strip Publishers’ Association in 
collaboration with the National 
Federation of Educational Film 
Groups. 


Photographs are to be taken of 
advertisements “which seem to 
need consideration” and the plan- 
ning committee will decide which 
should be challenged. 


Cambridgeshire To 
Be Special Area 


From the _ investigation the 
producer$ will formulate future 
production plans. In addition 
the Association hopes to dis- 
cover more about the type and 
use of equipment employed and 
of preferences with regard to 
arrangements of the material in 


strips. 
Cambridgeshire is to be made 
an area of special control. Places e 
exctaded from the order jaiete Outing To 
the commercial areas © m- : 
bridge and certain shopping areas The Festival 


in Cottenham, Gamlingay, Histon 
and Impington, Linton, Sawston, 
Great Shelford and Stapleford, 
Soham, Willingham and Ful- 
bourn. 


Some of the Manchester and 

London staffs of Wilson Ad- 

vertising Limited at a staff out- 

ing to the Festival Exhibition 
on Friday. 


Allansons, of Grange Road, Birkenhead, gained the divisional first 
in a Ryvita twin sales window display competition 
organised by Weston Biscuit Co., Ltd. (Burton division). 


prize of £100 


STP sa ene 


There were 


4,000 entries. Here, E. W. Oakley, sales manager of Burton's Biscuits, 

is seen handing the cheque to W. L. Gibbons, display manager of 

Allansons. On the left are H. G. Kinghorn, Burton’s representative, 

and F. Simpson, general manager, Burton's, and on the right J. 
Gunter, managing director of Allansons. 


ELECTION PRINTING WILL 
HAVE ‘TOP PRIORITY’ 


The Government has asked the printing industry to give “top 


priority” to election orders. 


The Board of Trade and the 


Ministry of Materials have been asked to take special steps to 
make available additional supplies of both printings and writings 


to replace the depletion of 
merchants’ and printers’ 
stocks. 


The British Federation of 
Master Printers has written 
reminding its members of the im- 
portance attached to the supply 
of printing to central offices and 
candidates of all parties in both 
national and local elections. 

Leonard E. Kenyon, Federa- 
tion secretary, states: “I have no 
doubt that our members will sup- 
ply all the printing required for 
the election and that the industry 
will once again show its capacity 
to provide this service despite 
difficulties of supply of paper 
and shortages of skiled labour.” 


Liable To Purchase Tax 

The Commissioners of Customs 
and Excise have emphasised that 
stationery used in elections is 
liable to purchase tax like other 
stationery. Besides notepaper 
and envelopes (including those 
overprinted with such statements 
as “Election Communication”), 
“stationery” includes all forms 
(such as ballot papers) designed to 
be completed in manuscript or by 
other means of record, but does 
not include election addresses or 
poll cards. 

In the case of the popular 
nationals the extra newsprint 
allowed will amount to 30 addi- 
tional pages during the current 
eight-week rationing period. 

With its limited financial re- 
sources, the Liberal Party is not 
indulging in a national Press ad- 
vertising campaign (states 
Reginald Smith, secretary of the 
publication department). Local 
Press advertising will be provided 
by local Liberal associations. 

This applies largely also to 
poster advertising. 


OBITUARY 
J. G. Stephens 


James George Stephens, late 
governing director of Stephens Ad- 
vertising Service, who died last week, 
was associated with Fleet Street all 
his life. After a number of years 
with Smith’s Advertising Agency 
Ltd., he started his own business in 
1919. The present company was 
formed in 1924 and has developed 
—, his guidance. Mr. Stephens 
was 61. 


J. H. Hutchison 


J. H. Hutchison, widely known as 
“The Showman” and “The Mana- 
ger” of Kinematograph Weekly, 
died last week, aged 53. 

He was organiser and publicity 
expert for the Merchant Navy Com- 
forts Fund during the war. Recently 
he organised the film industry's 
appeal for the National Playing 
Fields Association. He was liaison 
officer for the “Better Business” 
committee of the film industry. 


H. C. Ketcheson 


Death in his early 50’s is announced 
of H. C. Ketcheson, known to 2 
wide circle of Fleet Street friends 
as “Happy.” He was advertisement 
director of Blighty during the war, 
and purchased the paper afterwards. 
With W. J. Chappell he was instru- 
mental in putting Blighty on sale at 
sixpence a week, whereas previously 
it had been distributed free to the 
Forces. Shortly afterwards he dis- 
posed of his rights, and devoted 
much of his energies to farming in 
Northamptonshire. 


Walter White 


The death is announced of 
Walter White, who, until his retire- 
ment in March this year, was 
general sales manager of Dunlop's 
general rubber goods division at 
Cambridge Street, Manchester. 
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Ocroser 4, 1951 


No Postal Courses For Diploma, 


Advertising Association Decide 


EDUCATION COMMITTEE CONSIDER 
PLAN IS ‘WHOLLY IMPRACTICABLE’ 


The Advertising Association’s education committee has 
decided against officially sponsored correspondence courses for 


the Association’s diploma. 


According to a statement issued 


on Tuesday, the education committee “made a detailed 


examination of the case for 
dence courses and of the 


practical possibilities and 


economics of running such 
courses.” 


The statement continues: “The 
conclusion has been reached that, 
quite apart from other considera- 
tions, the proposition is wholly 
impracticable. In his report to 
the education committee, F. W. 
Jefkins, assistant secretary, 
described the essential organisa- 
tion, administration and finance 
that would be required. 

“The syllabus would demand a 
first-class correspondence course 
and the Association would cer- 
tainly not consider anything short 
of that. A newly organised course 
of this character would not have 
the obvious advantages of a large 
correspondence school, the organ- 
isation of which could be spread 
over various courses thus effect- 
ing numerous economies such as 
studies that were common io 
several examinations. 

“It was quite clear to the 
education committee that an 
official Association course could 
not offer postal tuition which was 
cheaper than that already avail- 
able or even equal in quality. 

“One of the biggest problems, 
however, is the relatively small 
demand for diploma correspon- 
dence courses, even taking into 
consideration the decision recently 
made at Manchester, where this 
method of instruction is being 
adopted in conjunction with Pub- 
licity Association tuition. 

“Moreover, the Advertising As- 
sociation would not be prepared 
to sacrifice quality for quantity 
and would not wish to attract ad- 
ditional students merely to justify 
the running of a correspondence 
school. 

“The Association considers, 
therefore, that the existing cor- 
respondence courses, which do 
produce excellent results, should 
be adequate for those students 
who are keen enough to work for 
the diploma examinations but 
who are unable to or do not wish 
to attend lectures.” 


‘Old Ben’ Concert 


Artistes for the “Old Ben” Con- 
cert at the London Coliseum on 
Sunday, October 14, will include 
Eric Barker, Frances Day and Harry 
Parry with the Harry Parry Trio, 
Dick Emery, Tony Fayne and David 
Evans, Raymond Glendenning and 
Sonnie Hale as Masters of Cere- 


officially sponsored correspon- 


B.M.A.Advertiser’s Guide 


The British Medical Association 
has produced, for the guidance of 
advertisers and advertising agents, 
a leaflet giving particulars of media 
considered suitable for advertising 
of pharmaceuticals and surgical 
products. A number of specialised 
journals are listed against the pro- 
ducts most suited to each. 


Gap Exists In Advertising For 
More Higher Grade Entrants 


“We are all very conscious of the urgent need to attract to adver- 
tising a high standard of intellectual ability, as represented by the 
higher grade of public schoolboy and the University undergraduate,” 
said W. C. Thielé, chairman of the Advertising Association education 


commiitee, speaking on Friday at 
the annua! dinner of the Society 
of Diploma Members. 

“I believe that a gap exists,” 
he went on. “I think there is a 
level at which it might be possible 
to deal with a potential intake of 
young men and women of that 
calibre... In modern, unsenti- 
mental business conditions, em- 
ployees are mainly engaged, not 
so much on the basis of their 
future potentialities but upon 
their immediate attainments and 
qualifications.” 

A. Bruce MacColl, chairman of 
the Society, referred to a scheme 
for a student branch put up by 
F. W. Jefkins, assistant secretary 
of the Advertising Association. 

One proposal, the provision of 
an advisory service for students, 
had been adopted. Others, such 
as a library, week-end schools, 
Visits to newspapers, etc., and a 
students’ bulletin, would be con- 
sidered. 

Sir Miles Thomas, president of 
the Advertising Association. who 
presented diplomas to the 1951 
winners, said it was a healthy 
sign to see the individual jnitia- 
tive represented by the widespread 
interest in the examinations. 

Sir Miles proposed the toast of 
the Society, to which 
Souray responded. 

(See Leading Article, page 10). 


Over 20,000 Overseas 
Buyers Invited 


Over 20,000 invitations have 
been sent to overseas buyers in 
connection with this year’s Motor 
Show to be held at Earls Court, 
October 17—2 Requests have 
poured in from over 70 countries. 

In addition to British cars there 
will also be on show models from 
U.S., Canada, France, Italy and, 
for the first time since the war, 
from Germany. 

Improved lighting will be one 
of the features of the exhibition. 


The Chicago International Trade 
Fair, linking the commerce of the 
world with that of the United States, 
is to become a permanent institution. 


ODD SP@T 


This clessified advertisement 
appeared ia “The Times”: 

Youth wanted, to learn 
advertising, in old-established 
Advertising Agency. Good 

opportunity for son of a 
National advertiser. 


ADVERTISER'S WEEKLY 


Mail Shots 
Should Never 
Be ‘Clever’ 


“If you want to impress, be 
brilliant; if you want to sell, be 
simple.” 

Driving home this lesson, E. C. 
Mackenzie, director, W. S. Craw- 
ford Ltd., told members of the 
British Direct Mail Advertising 
Association: 

“You live, move, and have 
your being by courtesy of the 
ability of some member of your 
organisation to write words that 
make people do things. With 
spoken and written words the 
work of the world is done. Yet 
so little attention is paid to the 
making of those words.” 

After quoting passages from 
the New Testament in support of 
his thesis that, the more sincere 
the writing, the more simple and 
straightforward the language, Mr. 
Mackenzie emphasised that a 
direct mail letter should not be 
“clever,” or draw attention to 
itself. 

“If the recipient says ‘That is 
a good letter’, I hold you have 
failed. If the recipient takes no 
notice of your letter but buys 
your mincing machine, I think 
you have won,” he sa 


Crawford director E. C. Mackenzie telling members of the British 
Direct Mail Advertising Association, at lunch on Friday: “If we could 
discover what it is that makes the average man willing to follow 
Winston Churchill to some roistering and rollicking hell rather than 


* follow Clement Attlee to his cocoa and carbolic heaven, I think that 
we should discover an invaluable secret. 


I believe it is words.” Also 


in the picture are (centre) A. Edward Jones, chairman, B.D.M.A.A., 
and (right) Frederick Day, vice-chairman, 


Catalogue For 
Direct Mail 


Mailways, claimed to be the 
most comprehensive and ambi- 
tious post-war catalogue of 
direct mail address lists, 
has recently been published by 
British and International Address- 
ing Ltd. 

The booklet lists the categories 
for which addresses are available 
—2,950 bowling clubs and 104 
anti-fouling composition manu- 
facturers, for example—and gives 
a random selection of the lists 
available for overseas territories. 


C.P.V. Join Betro 


Colman, Prentis & Varley Ltd. 
have joined the British Export 
Trade Research Organisation. 

Leslie Cort, who was formerly 
on the Betro Council as a repre- 
sentative of Reckitt & Colman 
(Overseas) Ltd. has been re- 
elected to the Council as a repre- 
— of C.P.V., his present 

rm. 


In an advertisement on page 26 
for Racing Review Awad? 1952 
closing date for copy is given as 
October 1. It should be October 31. 
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ADVERTISER'S WEEKLY 


Octoser 4, 1951 


‘Advertiser’s Weekly’ Introduces Two Important New Features 


1—MARKETING NEWS AND TRENDS 


Pioneer Lines Miss Help 


Competitive Ads. 


RESEARCH SOLVED A COCOA PUZZLE 


a of competitive advertising were stressed by John E. 
Harrison during the European regional sales conference of 


Remington Rand consumer marketing section. 


“In England for a 


considerable time we were at a disady antage with electrical shavers, 


because Remington were the 
pioneers in the market,” he said. 
“Competitive advertising helps to 
stimulate the desire in the minds 
of the public to acquire the ad- 
vertised article.” 


Mr. Harrison, who is joint manag- 
ing director of G. Street & Co., Ltd., 
Remington Rand’s agents, was 
speaking to delegates from eight 
countries. 

Giving an example of differences 
in preferences, he quoted the case of 
a new cocoa that proved very suc- 
cessful in the South of England, but 
not in the North, although the same 
advertising was used there. Inquiry 
by Street’s market research people 
revealed that people in the North 
prefer a heavier and thicker cocoa. 
The formula was changed for 
Northern consignments, and im- 
mediately a _ ~ levelled up with 
those in the So 

Export and ~ “relation to the 
British industrial position was dis- 
cussed by A. G. Bottomley, secre- 
tary for .Overseas Trade, at a 
luncheon on Thursday. 


New Crisps Factory 

Smiths Potato Crisps Ltd., have 
opened a new factory at Paisley with 
a potential output of 500,000 bags a 
week. 

* * * 

T. Wall & Sons Ltd., have opened 
a new ice cream depot at Dundee. 
This will service the North-East 
coast and particularly the Dundee 


area. 
* * * 


Epicure Handy Pickle is to be 
marketed by the Ocean Preserving 
Co. Lid., in a new fluted jar. The 
former plain jar has been discarded 
but the old label has been retained. 
In addition to trade Press advertis- 
ing there will be a consumer cam- 
paign in London evenings shortly. 
Aldridge. ta agents are Frederick 
Aldri 

7 * 

pRB shipped to 25 countries, 
Chemico Household Cleanser is to 
be marketed in an even wider field. 
Advertising has begun in the West 
Indies, the Near East and Rhodesia. 
Press and radio are being used. 
Following market research and a 
test campaign, sales in the dollar 


market are reported as “beginning 
to move.” 
*~ + * 


Hudson & Knight Ltd. who, until 
recently, have been mailing bar- 
gain coupons to housewives 
throughout the country are adopt- 
ing a new method this month. 
Housewives are being invited to 
send a form, obtainable from their 
grocers, to Hudson & Knight ask- 
ing their representative to call at 
their homes. If, when he calls they 
have five Hudson & Knight pro- 


ducts in the house- Rinso, Vim, 
Knight's Castile, Family Health, and 
Swan—-they will be ane with 
a toilet bag filled with a number 
of Hadsca & Eatem ‘products 


The Ga as C cuncit s aes and Ser- 
vice Conference, postponed from 
her 23-25 owing to the General 
Election, will take place on March 
11, 12 and 13 


F ». The fastest smoothest cleanse 


From 


:Mirro Development: 


An important development in the 
detergent battle has arisen this week 
with the reintroduction by Thos 
Hedley & Co., Ltd., of Mirro, as a 
foaming detergent. Hitherto it has 
been an abrasive cleanser. 

This drastically changed product 
is now being tested in areas includ- 
ing Preston, Carlisle, Nuneaton and 
North London. In North London 
a special introductory offer is being 
made. Customers returning the tops 
of two Mirro cans to Hedley’s will 
get ninepence sent to them. 


Press advertising declares: ““We've 


activated Mirro with Miracle Suds.” 
It is claimed that it dissolves grease 
SU per cent quicker. 

Agents for Mirro are Lambe & 
Robinson Ltd. 


r ever made! 


This half-page advertisement for the new Mirro appeared in the “Enfield 
Weekly Herald.” 


‘No Testing Ground 
For New Products’ 


Representing more than 5,000 
firms, Manchester Chamber of 
Commerce—following the setting up 
by the Chancellor of the Exchequer 
of a committee to examine questions 
arising from purchase tax in relation 
to classes of goods for which utility 
schemes exist—-has forwarded a 
written statement of evidence for 
consideration. 

“Any tax which lays desolate the 
breeding ground for new ideas is 
bound to deprive an industry of its 
virile competitive ability, which 
to-day is becoming all-important as 
the buyer's market returns,” says the 
Chamber. 

“The penal rate of purchase tax 
imposed by the Government is now 
virtually killing sales of non-Utility 
products in this country, as prices 
have risen due to increased raw 
material costs. Its incidence on per- 
centage basis is now producing 
absurd results in retail selling prices. 

“Customers at home, hit by the 
rising cost of living, will just not pay 
them when they carry such a hign 
rate of tax. This means that the 
manufacturer has been deprived of 
his testing ground for new products 
essential for the export trade, and 
the Chamber has definite evidence 
from many cotton textile manu- 
facturers that they have taken out 
of production non-Utility goods 
which otherwise might be earning 
valuable currency.” 


* * * 


Among British exhibitors at the 
Zagreb International Trade Fair 
were Imperial Chemical Industries, 
Rolls Royce, Dunlop Rubber Co. 
and Integral Equipment, whose 
stands were constructed by Autur 
Display Organisation. The work 
was supervised by Neville Auger and 
R. H. Empson. 

“Jugoslavia represents a _ large 
market which cannot be ignored,” 
said Mr. Empson, managing director 
of Auger and Turner, over Radio 
Zagreb, Jugoslavia. 


@ continued on opposite page 
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2—PRESS PLANS AND PROSPECTS 


Big News Stories Are Best 
Tonie For Cireulation 


Aggregate sales of the national 
newspapers are expected to soar 
by over 750,000 copies on elec- 
tion day and the day following. 
The provincials anticipate record 
sales, too. 

Distribution plans for the 
nationals will not be finalised 
until about October 15. 

Giving details of national plans 
a Fleet Street C.M. said that these 
will include late runs and later 
newspaper trains. Supplies will be 
flown out and several papers will 
make arrangements for provincial 
printing. The Daily Mail will again 
use their Bristol centre to cater for 
the West Country. There will be 
written bills for the various centres 
and representatives will be stamp- 
ing-in. The evenings were the win- 


ners in the extra, circulation last 
year and should score again. 

The Turpin-Robinson fight and 
public concern for the King’s health 
have given circulations a shot in 
the arm—but the rule, at the 
moment, seems to be—no big story 
na sales leap. 


Publications News and Notes 
appear as usual—page 54 


At their first general mecting, 
held in Glasgow, the Scottish Guild 
of Newspaper Editors agreed to 
affiliate with the Guild of British 
Newspaper Editors which has been 
operating in England and Wales 
for the last five years. Officers: 
Chairman, T. S. Murray, Hamilton 
Advertiser; vice-chairman, A. T. 


Birrell, Dunfermline Press; secre- 


tary, treasurer and councillor, 
Alfred Bell, Falkirk Herald; sub- 
councillor, J. F. MacNair, Ayrshire 
Post; Committee: P. McC. Smith, 
Motherwell Times; D. M. Ballan- 
tine, Cumnock Chronicle; George 
Goodfellow, Ayr Advertiser; W. 
M‘Arthur, Dunoon Herald; 
T. Cc. B. Phin, Galloway News; 
and T. R. Corrie, ct + rei 


Owing to rising costs the Rothe- 
say Express will cease publication 
during the winter months. It will 
be combined with the Buteman. 
Published each 5 
Express was established in 1877, 
while the Buteman, issued on Fri- 
days, made its first appearance in 
1854. 

+ . 

From the issue of October 12 
John O'London’s will once again 
appear ay instead of Sontatapy. 

” 


Seater Digest gift ian scheme 
is having quite a circulation pull. 
This unique idea is having the full 
co-operation of the newsagents for 
the tokens carry a full 25 per cent 
profit. 
@ continued on page 49 
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Ocroper 4, 1951 
MARKETING NEWS—continued 


Scheduled to tie in with the Leather Industries Export Corporation 


Ltd.'s Leather Weeks, being held in 13 centres in Canada, 


is this 


display staged in co-operation with Trans-Canada Airlines, in the 


window of their office in Pall Mall. 


It features British shoes, luggage, 


leather goods and gloves from 14 manufacturers who are regularly 


trading with Canada. 


It was designed and built by T. Robinson 


Studios Ltd. 


Introducing New Products 


Tintex Dyes Ltd. 
film “The Man ip the White Suit” 
to tie up with Dye-white, a new 
addition to their range of dyes. 

A white dye has never been mar- 
keted before and Tintex emphasise 
that Dye-white is not a detergent, 
decaying agent or bleach. It is 
claimed to be effective for at least 
four washings. Slogan being used 
is “Makes whites whiter.” Dye- 
white does not affect other colours 
except to make them a_ shade 
brighter. 

John Haddon & Co., Ltd, agents 
for Tintex, will handle a campaign 
in national dailies and Sundays, 
provincials and women’s magazines. 
Showcards will tic-up with “The 
Man in the White Suit.” 

. * * 

Based on the Zodiac, a ser'es of 
twelve scarves—one for each month 
—are to be marketed by Jacqmar 
Ltd. Publicity is being aimed at 
men. “What sign was she born 
under?” is the coverline on a leaflet 
which points out that women like 
gifts that are personal. “For her 
birthday givo her her own sign of 
the Zodiac,” it suggests. The normal 
Jacqmar schedule will be used for 
Press advertising. Advertising 
agents are W. S. Crawford Ltd. 

* * ad 

A proprietory primer is about to 
come on the market after long re- 
search in the laboratories of 
Andrew Maxwell, of Liverpool. This 
is in the zinc chromate and oxides 
category and while being highly 
anti-corrosive in itself it constitutes 
a priming base for reception of top 
coatings in either oil-bound, tar or 
bitumen categories. 

. * * 

An experimental campaign for 
Kingpin—a new self raising flour— 
has been launched in the Man- 
chester area. Kingpin is milled by 
Thomas Hulbert & Sons Limited, 
Manchester. A. i Knowles Ltd. 
are the agents. 

«* 


are using the 


. * 

A new range of immersion heaters 
complete with thermostat, mounted 
on a 14 in. B.S.P.T. head, which 
is the first of its kind on the mar- 
ket, will be shown at the Building 


Trades Exhibition at Olympia 
(November 14-28) by Aidas Electric 
Ltd. 

* * + 


Gift-seal tape, a decorated ad- 
hesive tape for Christmas wrapping, 
is being marketed by Speedfix Ltd. 
The product will be advertised, 
using strip cartoon technique, be- 
tween mid-November and _ mid- 
December in Woman's Own, House 
& Garden, Picture Post, True Story 
and True Romance, Go, Illustrated, 
Woman & Home, Housewife, 
Woman's Illustrated, Everybody's, 
Woman, John Bull, Everywoman, 
Wife & Home, Modern Woman, My 
Home, Woman's Journal, Woman & 
Beauty, The Heiress, Good Taste, 
Weldon’s Ladies Journal, Mother, 
Good Housekeeping, Vanity Fair, 
Homes & Gardens. Homemaking. 
Agents: Scott-Turner & Associates. 

* * * 


L. C. Watson, of the export 
division of Vantona Textiles, left on 
Tuesday by air for New York. 
Purpose of his 
trip is to esti- 
mate the 
market poten- 
tial in selected 
areas of the 
United States 
and Canada 
for certain 
Vantona pro- 
ducts. He will 
also carry out 
a normal rou- 
tine selling 
job and renew 
contacts. This 
visit is in line 
with the com 
pany’s policy 
of obtaining 
up-to-date in- 
formation on their markets. Mr. 
Watson returns mid-December. 

* * * 

Christmas pointer: Big 
London retail stores forecast a big 
ome demand for novelty gifts of 
all kinds. Marshall & Snelgrove 
report that novelty will be their 
Christmas keynote—particularly in 
the toy and glassware departments. 


L. C. Watson 


Leeds 


ADVERTISER'S WEEKLY 


‘Advertising Essential For 
Press Freedom’ 


DVERTISING in its commer- 
cial role is essential to the free- 
dom of the Press, on which so 
many other freedoms depend. 
Being based on separate business 
contracts, it enables the news- 


and creeds. 

This theme was developed by 
Eric M. Clayson, president of the 
Newspaper Society, and managing 
director, Birmingham Post and 
Mail Ltd., at the opening luncheon 
meeting of the Publicity Club of 
Leeds last week. 

Local newspapers had a respon- 
sibility exceeding that of other 
advertising media, Mr. Clayson 
claimed. While they catered for the 
very ~ st of commercial adver- 
tisers, they had a more intimate 
and personal function as the major 
advertising medium for the local 
trader and the private individual. 

“The national advertiser looks to 
us primarily because he knows that 
all business is local. The smaller 
local trader finds in our advertise- 
ment columns the most forceful 
means of maintaining and develop- 
ing his business,” he said. “If local 
newspapers, as we know them, were 
ever to languish or to be sup- 
pressed, the nation-wide distribution 
of goods and service would be 
seriously disrupted and the small 
trader on whom so much of our 
prosperity depends would face a 
disastrous future.” 

In addition to providing the 
facilities to meet these varying 
needs, the local newspapers had a 
special duty, both to the advertis- 
ing agent and to themselves, to 
lighten the burden of administering 
a local campaign and to give the 
agent the impeccable service which 
he needed. 


Liverpool 
All In An Hour 


Exactly one hour was taken for 
the first luncheon meeting of the 
Liverpool and District Publicity 
Association session. 

The luncheon was started at 
12.59 p.m.; the speaker began his 
talk at 1.35 p.m., finishing ten 
minutes later; and after a vote of 
thanks and the reading of notice 
of forthcoming functions, the meet- 
ing ended at 1.59 p.m. 

It was felt by the incoming chair- 
man, Ernest W. Booth, that some 
effort should be made to get the 
meeting over within an hour, so 
that junior members of staffs and 
others with limited luncheon time, 
would be able to return to their 
offices promptly. 


Cambridge 


Greeks Had A Word 
For It 


First —— to advertisers was 
in 300 B.c., H. Wilson Harris, pre- 
sident, stated at the inaugural 
luncheon of the Cambridge Press 
Club. PRO’s, he thought, were of 
more recent origin. 

Purpose of this new club is to 
include all Press, public relations, 
printing and advertising men in the 
city within one organisation. 


Club News 


Cardiff 


New President 


T. W. Thomas was elected presi- 
dent of Cardiff Publicity Club at the 
annual meeting last week. 

Retiring president, A. McTaggart 
Short, emphasised the desirability 
of linking the club with other organ- 
isations of similar interests in the 
city. 


Berks and Bucks 
‘Friendly War’ 


Details of the educational pro- 
gramme for junior executives were 
given by lan Buchanan at an 
inaugural meeting. 

Harry Shalson, club chairman, 
said that it looked as if “friendly 
war” had broken out between the 
Reading and Slough sections, and 
that the new policy of allowing 
Reading to arrange their own events 
would result in a competitive spirit 
which would benefit the club. 


Reading 
‘Grow Or Die’ 


At the inaugural meeting of the 
Reading branch of the Berks and 
Bucks Publicity Club members were 
welcomed by H. E. Shalson, the 
club's chairman, who gave an out- 
line of the club's activities. 

He wished the new branch suc- 
cess. “Any club which fails to at- 
tract new members to itself is a 
dead club,” he warned. 

Aldwych 
Vansittart’s Views 

At the Aldwych Club last 
Thursday Lord Vansittart gave a 
comprehensive review of  inter- 
national affairs. W. J. Brown, for- 


mer Independent M.P., also spoke. 
E. W. Barney presided. 


Gol 


L.LP.A. Circle’s 
Autumn Meeting 


The autumn meeting of the 
1.1.P.A, Golf Circle on the course 
of the Royal Automobile Club at 
Woodcote Park, Epsom, attracted 
a good entry. 

Chief results were: L. O. 
Johnson Trophy (for Fellows and 
Associates only) was won by 
A. B. Carrick Smith (Royds), net 
score 73; Medal Round (open to 
all) 1 J. H. Sims (Smee’s), net 
score 72; 2 C. H. Cooper (Spottis- 
woode, Dixon & Hunting) net 
score 73. 

In the afternoon greensome 
foursomes were played under very 
adverse conditions, Winners P. D. 
White and W. G. Barney, 2 down. 


New telephone number of the 
Publicity Club of London is White- 
hall 5969, 
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MEWS ABOUT PEOPLE 


Wynne-Williams, From Brazil 
Joins{Masius & Fergusson Board 


Sek me ee 


J. G. Wynne-Williams has joined the board of Masius & Fergusson 
Ltd. to strengthen the merchandising services of the agency. 

Wynne-Williams recently returned from Brazil where he spent five 
years as president of Sao Paulo’s biggest store—Casa Anglo Brasileira. 


In five years he increased the 
turnover from £780,000 to well 
over £4 million. 

Six months after joining Kensitas 
Cigarettes in 1931 he became a star 
salesman. At 22 he was manager 
of their London sales organisation, 
but left to take over the West End 
sales of Parker Pens. In 1936 he 
was appointed sales manager for 
Pepsodent when that firm decided 
to reorganise their British business. 
Six months later he had become 
managing director—at the age of 25. 

Wynne - Williams’ appointment 
with Masius and Fergusson becomes 
effective mid-November. 

ea * 


John Mumford has joined Voice 
& Vision as a senior executive in 
charge of an important group of 
public relations accounts. Mum- 
ford, who is 37, was chief Public 
Relations Officer to the Ministry of 
Town and Country Planning for 
three years. Before the war he was 


a_ senior copywriter with Lintas” 


after serving as a trainee with 
Unilever Ltd. 
* * * 

W. J. Davy, formerly studio man- 
ager, Chancery Photo Studios, and 
for the last five years manager, 
Hilwood Clark Studios, joins 
Minerva Art & Photographic Ser- 
vice Ltd. as sales executive. 

ak * 


R. A. Willis has been appointed 
publicity manager to Adrema Ltd. 
Before the war he was in the studio 
of A. & M. Goodman & Easwork 
Ltd. y Pine the wir he joined 
Foster & Co. A _ year ago he 
formed my Graphic Arts } oes 

* 


Malcolm Logan, Press officer to 
the English Electric Co., Ltd., is 
going to the J. Arthur Rank Organ- 
isation as director of publicity for 
the British Optical & Precision 
Engineers Ltd. He takes up his 
appointment on October 15. 

* a a 


Alistair Maynard has _ been 
appointed chief officer to the Scot- 
tish Committee of the Council of 
Industrial Design. He succeeds 
Wyndham Goodden, who has been 
appointed director of the Rayon 
Industry Design Centre, London. 


E. T. M. (Michael) Smalley with 
W. C. Nisbett, managing director 
of Illustrated Newspapers and the 
prizes Smalley won at the Illus- 


trated Newspapers Invitation 
Golf Meeting. He won “The 
Sphere Challenge Trophy” in the 
morning and the bogey foursomes 
in the afternoon—the first time in 
the 26 years of this meeting that 
this has been achieved. 
* ¥* * 


Mark Quin To 
Head J. Lyons’s 
P.R.-Ad. Section 


Top level changes are being 
made in the publicity organisation 
of J. Lyons & Co., as part of an 
overall plan to extend the scope 
of their public relations and 
advertising programme. 

Mark Quin has been named head 
of public relations and advertising. 
Sidney Butterworth will head the 
news department and will also act 
as deputy to Mark Quin. 

fark Quin moves to Lyons from 
Patrick Dolan and Associates. A 
reporter with the Evening Standard 
in 1939, and the Daily Mail after 
the war, he jained the International 
Wool Secretariat in 1947 as a 
deputy director of information. 


J. G. Wynne-Williams 


Mark Quin 


John Mumford 


On Monday Philip Ulbrand be- 
came London director of Raymond 
Loewy Associates, taking the place 
of William C. Mr R Raiser 
will represent the firm on a tour of 
Europe, serving as design consultant 
on a packaging mission sponsored 
by the Organisation for European 
Economic Co-operation, which will 
visit Norway, Denmark, Holland, 
Belgium, France, Germany, Italy 
and Austria. The packaging mis- 
sion will visit these countries to 
explain American techniques and 
give advice on packaging to pos- 
sible exporters. Other members of 
the mission will be Edwin Ely, 
Chief of Packaging Standards, 
Department of Commerce, Washing- 
ton, and Lee Robertson Foulker of 
the Quaker State Oil Refining Com- 
pany. After the tour, Mr. Raiser 
will join Raymond Loewy Asso- 
ciates in New York. 

+ * * 

Marie Judge, daughter of the 
famous Abbey Theatre actor the 
late F. J. McCormick, has estab- 
lished herself as a theatrical Press 
agent in Dublin. She began her 
business career with McConnell’s 
Advertising Service. 

* * * 

While recuperating from a bout 
of pneumonia Mary Hiscox, space 
buyer, Scott-Turner & Associates 
Ltd., was rushed to hospital for an 
emergency operation. She is oif 
the danger list. a 

* 


Pat Simpson, previously assistant 
account executive at Stuart Adver- 
tising Agency, has joined Scott- 
Turner & Associates to handle tech- 
nical advertising. 

* * 

Brian Hale, second son of the 
late Eric Hale (who was chairman 
and managing director of Dorland 
Advertising) was married recently 
to Evelyn Mary, daughter of Mr. 
and Mrs. Humphrey Whinney, of 
Esher. Brian, who is an account 
executive at Dorland’s, is a mem- 
ber of the Publicity Club of 
London. 

+. * * 


W. P. R. Driver, who is resident 
in Hertford, has been appointed to 
the circulation representative staff 
of Odhams Press, covering the 
Home Counties. 


Pat Simpson 


A. S. J. Painter 


R. A. Willis H. 


E. G. Harvey 


David Clackson 


Sells Ltd., announce the resigna- 
tion of A. S. J. from the 
board of directors. Mr. Painter 
found it necessary to take this step 

use he is heavily committed 
in other spheres and found it diffi- 
cult to devote sufficient time to the 
interests of the agency. Sells have 
accepted Mr. Paifiter’s resignation 
with regret but with a full under- 
standing of the circumstances and 
in an atmosphere of complete 
cordiality. Miss Olive Hirst con- 
tinues as et 9 director. 
* * 


Howard Cock. managing direc- 
tor, Star Solus Sites, has been 
appointed to the executive com- 
mittee of the Leeds Branch of the 
Incorporated Sales Managers’ 
Association. 

Sa * od 

Manchester Branch, Incorporated 
Advertising Managers’ Association, 
has elected A. R. Todd (Affieck & 
hg Ltd.), as chairman, and 

W. E. Fairclough (Burnley Building 
Society) as vice-chairman for the 
forthcoming year. A. F. Brown 
(hon. secretary) and W. Robertshaw 
(hon. treasurer) were re-elected, and 

. R. Baldrey was appointed hon. 
Press officer. 

* * * 


James Caunt, editor proprictor, 
Morecambe & Heysham Visitor, 
director, Manchester City News 
Series; past president, Lancashire, 
Cheshire and Derbyshire Federatioa 
of Weekly Newspapers; and council 
member, Guild of British Editors, 
has been appointed a J.P. 

7” * * 


Colonel A. N. C. Varley, manag- 
ing director of Colman, Prentis & 
Varley, accompanied by L. B. Cort, 
left last Thursday on a visit to North 
and South America. Mr. Cort has 
taken charge of all Colman, Prentis 
& Varley Ltd. foreign interests. 
Colonel Varley will return shortly 
leaving Mr. Cort to familiarise him- 
self eer pr oqgenem. 


Peter Rossi, of the production 
department, Armstrong - Warden 
Ltd., has become engaged to Ilena 
Priscella Firks, only Somneet of 
Baron D. Firks of Mountpe " and 
Mrs. Brousson of bee yaad 

* 


Emile Zaidan Bey, of the Al 

a publishing company of Cairo, 

ich during the war published 

service papers including Parade, has 

just concluded _— to Santen. 
* 


David L. Clackson, president. 
Press Advertisement Managers” 
Association, is standing for election 
to the Court of Common Council of 
the City of London. He is a livery- 
man of the Worshipful Company of 
Horners, Freeman of the City of 
London, and a committee member 
of the Farringdon Ward Club and 
the ser ® Street Cato c. 


H. © G. Hervey hs been 
appointed publicity manager of 
Ferodo Ltd. He was on The Birm- 
ingham Post before the war. 
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ADVERTISER'S WEEKLY 


Typical Features from recent issues 
NEW WEALTH FOR THE NATION — Sir David Maxwell Fyfe, K.C., M.P. 


A KING WAS HER GROOM — Jane Lane 


SHERIDAN —** THREE GENTLEMEN AT ONCE” — J.C. Trewin 


COSTUME DESIGNING FOR THE FILMS — Dorothy V. Davis 


ARRIVAL OF THE SPRINGBOKS — Rex Alston 


LINDLEY SPARKES + ADVERTISEMENT DIRECTOR ~- 114 FLEET STREET, LONDON, €E.C.4 
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Wider News Coverage 


DVERTISING, in its modern conception, involves both 
A closer study of media and closer integration with marketing 

than was thought necessary in its earlier days. Recognising 
this, ADVERTISER’s WEEKLY broadens the scope of its news service 
by introducing this week two new features. 

The Press—newspaper and periodical—is unchallenged as the 
major advertising medium, but if it is to yield maximum results, 
advertisers must study the methods by which it attracts and holds 
readership. It is important for them to know how it performs its 
primary function, that of disseminating news, opinion and 
entertainment, and also how its sales points are fed by efficient 
distribution. , To keep advertisers au fait with editorial and 
circulation developments, and with high-level changes in 
personnel, is the first purpose of our new feature “Press Plans 
and Prospects”. 

Just as the sales executive must follow events in the advertising 
sphere, so the advertiser, agent and media owner must take pains 
to follow marketing developments. New products coming on the 
market, old products: being re-styled, instances of enterprise in 
salesmanship, are all significant. The other new feature 
“Marketing News and Trends” will, we believe, be found of value 
by all our readers, in whatever capacity concerned with the 
selling of goods and services. 


Scholarship Scheme Needed 


ye to the Society of Diploma Members on Friday, 
. C. Thielé, chairman of the Advertising Association educa- 
tion committee, suggested that more should be done to attract 
to advertising young men and women of public school and 
university calibre. Advertising needs, he said, more recruits of 
high educational ability. He is right, of course. But what are the 
practical steps involved? 

Because they offer such variety of experience, agencies provide 
the best general training ground for an advertising career. It is 
therefore to the agencies primarily that the beginner must look. 
But employers want value for money. Not all are willing, or 
indeed able, to take the long view and pay beginners, however 
promising, .salaries that cannot be earned until experience has 
been gained. 

Some kind of scholarship scheme, sponsored by the Advertising 
Association in collaboration with the [L.I.P.A. seems to be 
indicated. The purpose of such a scheme, which would have to 
be on a substantial scale to be worth while, would be to supplement 
nominal salaries of approved candidates during the training period. 


© Change of subscriber's address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
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To-morrow’s Topics 


Posters planned for 
Free Enterprise 


PRS are being laid by the 
Institute of Directors for an 
extension of the Free Enterprise 
campaign “to break down the 
barrier of prejudice in the 
public’s mind set up by years 
of irresponsible vilification, too 
long unanswered.” 

_A survey carried out at the be- 
ginning of the campaign—it be- 
gan three months ago—revealed 
that the meaning of free enter- 
prise and the workings are not 
appreciated by many people. 

On the basis of this find.ng, it 
has been decided that there is a 
long-term education job to be 
done, and firms are being asked to 
contribute to a fund for this pur- 
pose. Larger concerns are being 
told that £2,000 to £3,000 each 
should not be beyond their means. 

At present the campaign is 
running in the national Press and 
big-circulation periodicals—parti- 
cularly those with a high propor- 
tion of women readers. These 
advertisements are to be supple- 
mented as soon as possible by a 
national poster campaign. 


The eyes of the marketing 
world are trained on the public 
opinion polls now attempting to 
forecast the result of the General 
Election. If they are on the mark 
it will be a big fillip for market 
research. If not... . 


—~—_— =_— 1 4 #i— 


3 plans to advertise 
advertising 


thy the case for advertising ever 
to be heard? 

Bruce MacColl posed the ques- 
tion at the annual dinner of the 
Society of Diploma Members of 
the Advertising Association. Then 
he said the Advertising Associa- 
tion could and should do the job. 

And he gave this example of 
how it might be done: 

“If you want to explain distri- 
bution costs, take something 
homely, like a breakfast cereal. 
Show, in strip cartoons, what it 
costs at every stage, from the corn 
on the cob to the packet on the 
grocer’s counter. Challenge the 
reader to decide whether the 
service and convenience he is 
offered are worth the money.” 

That, said MacColl, would be 


something worth doing. He was 
speaking for “yn! in the business 
who believe it is high time some- 
thing was done to advertise adver- 
tising along the lines of the 
scheme run by the Advertising 
Federation of America. 


Meanwhile, a for public 
relations for advertising are still 
under consideration at the head- 
quarters of the Advertising Asso- 
ciation. lan Number 1—The 
Sinclair Wood Scheme—aimed at 
“moulders of public gpinion.” 
Plan Number 2—submitted by a 
private group of public relations 
men—proposed the direct ap- 
proach to the public. Now, we 
understand, there is a third plan— 
originators as yet unknown—and 
it is said to combine the best of 
its two predecessors. 


National hardware 


token week 


HARDWARE gift token 

scheme is to be introduced 
by the National Federation of 
Ironmongers within the next two 
weeks with the aim of popularis- 
ing hardware, ironmongery and 
tools as gift lines. 

To ensure that as many of its 
5,000 members as possible par- 
ticipate in the scheme, the 
Federation is sending each mem- 
ber a free parcel of the gift 
tokens, showcards and window 
bills. 

To help publicise hardware 
gift tokens, a National Hardware 
Token Week is being held from 
November 19 to 24. during which 
members are being asked to 
make special window displays 
featuring hardware and tools as 
gifts. ; 

Proposals to back the project 
with national advertising have 
been dropped because of the cost. 
The Federation is depending on 
the trade Press for publicity. 


There is unlikely to be much 
activity on the part of the outdoor 
advertising industry in the Chal- 
lenge “war” during the next few 
weeks. They have decided to 
soft-pedal until the result of the 
General Election is known. They 
hope the Conservatives—them- 
selves great poster users—will, 
if successful, treat them more 
leniently than the Socialists. 


ROUND TABLE 


take effect, and include present address in full as well as new address. 
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Who’d have a family like mine? 


“Meals”, says Mrs. Jude, “are the bane of my life” 


and with every member of the family arriving hungry 
from work or school at different times, it’s easy to 
appreciate her difficulties. 

But Mrs. Jude, who has been a widow for nearly 20 
years has never been overcome by difficulties. 
Her comfortable house in Leslie Road, East Finchley 
"bears testimony to her industry and the joint incomes 
of her children Malcolm and Audrey and her 
brother-in-law Fred. 


With the redistribution of income and purchasing 


power which has taken place in recent years, 
families like the Judes, with combined incomes, 
have come right into the market for many luxury 
products. Among the 5,082,814 (June 1951) families 
who buy the Sunday Pictorial each week are many 


like the Judes, for it covers a tremendous cross- 


section of Great Britain and on the best advertising 


day of the week. 
Space in the Sunday Pictorial is particularly 
economical, too. Its square inch per thousand rate 


of .70d is only 9.4% higher than in 1939. 


Sunday Pictorial 
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Advertising Case 


Histories—14 


were part 


ERE is the story of an 
H <siesat” campaign, a 


particularly good example 
of how advertisements can be 
“tailored” to the editorial style 
of the medium in which they 
4 are to appear. 
: Such a technique has, of course, 
been used many times before. But, 
as we said, this is a particularly 
striking example. There is a 


Illustrated here are two ad- 
vertisements that were recently 
published in “Woman”. They 
of a 
designed specifically to appear 
in that paper, in editorial style. 
Below is the story of how, with 
special illustration and copy, ... 


campaign 


ROWNTREES USED MADE-TO-MEDIA METHODS 


danger with such campaigns that 
the public should feel itself 
“kidded” into reading an adver- 
tisement, and it is the creative 
restraint here used that commends 
the campaign. 


! NETT 


Kent 
Messenger 


SALE 


January to June, 195! 


0,141 


Copies Weekly (ABC) 


The idea for the scheme arose 
when S. T. Garland Advertising 
Service, who handle the fruit 
gums advertising for Rowntrees, 
were offered a series of six two- 
colour pages in Woman. The 
agency jumped at the challenge to 
use two colours, as opposed to 


four, effectively. They asked 
themselves at once: “What ‘can 
be done most effectively in 


Woman in two colours?” And 
the answer was: “Faces,” because 
that is what Woman in its 
editoriai features does with two 
colours. From this thought devel- 
oped the idea of an “editorial” 
campaign in tune with the charac- 
ter of the paper. 

It was proposed ta employ 
artist Petts—himself a contributor 
to Woman—to submit six draw- 
ings of young attractive men in 
the style usually used to illus- 
trate the stories which form one 
of the most attractive features in 
Woman. He turned in drawings 
full of life and action of, among 
others, a young naval officer; a 
tennis player; a youth on horse- 
back; and an “ideal boss.” Each 
of them proffers a tube of fruit 
gums. The advertisement is com- 
pleted with just a brief caption 
set in the type of the paper. 

Here is an example of the way 
the sales points are put over. The 
“perfect boss” is speaking: 

She was as nervous as a 

siamese cat the day he sent for 

her to take some letters. When 
the ’phone rang she expected 
him to blow up. Instead, he 
took a tube of Rowntrees fruit 
gums from his desk. “Wonder- 
ful how soothing these are,” he 


said, with an understanding 
smile. “Have one... you've 
earned a refresher. It should, 


incidentally, last you just about 
the fifteen minutes my sister 


Jane will be nattering on the 

*phone.” 

Which, if you look inside your 
copy of Woman, is exactly how 
the editorial department opens 
“blurbs” for its stories. In fact, 
editorial executives of Woman 
assisted in the creation of these 
six advertisements with advice 
and checking of the copy and 
illustrations. Garlands thus 
ensured that every detail fitted in 
with the editorial style of the 
paper. 


Editorial Ad. 


Next Editorial 


The advertisements appeared 
twice in each of the three summer 
months, June, July and August. 
Each time they were facing the 
“Woman to Woman” feature, 
believed to be one of the best- 
read in the paper. By placing the 
advertisement next editorial, ’ 
Rowntrees completed the “tie- 
up.” 

No research has been instituted 
to get detailed results of the 
effects of this campaign, but 
Garlands and Rowntrees are well 
satisfied that the job of selling 
has been done more efficiently by 
this technique than might other- 
wise have been possible. 

Incidentally, Rowntrees have 
also been running an “editorial” 
campaign in Everybody's. This 
takes the form of a quarter-page 
on the “jokes spread.” Each ad- 
vertisement follows the style of 
the cartoons that will appear on 
the same spread—and captions 
are paper-set in type used by 
editorial. 

In neither the Woman ads. nor 
those in Everybody's is the 
reader likely to complain of being 
“caught.” 
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INVESTORS? 
CHRONICLE 


Esrastisneo 1860 Axp Mowry Maneee Review Keep. at G.P.O. as 4 Newsraren 


Britain’s Leading Financial and Investment Weekly 


Its large staff of experts comments yearly upon the accounts 
and progress of several thousand public companies, updén 
new capital issues and placings, upon developments in 
industry, banking, insurance, plantations, mining, oil 
and, in short, upon every aspect of investment affairs. 


THEREIS EVERYTHING FOR THEINVESTOR 
in the 
INVESTORS’ CHRONICLE 


For the Advertiser, here is a readership and an influence which, 
for financial advertising in all its forms, is invaluable. 
For Display Advertising it is an essential for Autumn Schedules 


because it reaches men who count. 
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WOMAN ’s A.B.C. weekly net sales give it by 


far and away the most powerful direct personal 
approach to women available to advertisers. 


Every issue has an impact that sweeps through the entire nation. 
But the greatest weekly of its kind in the world is not content 
to rest on its laurels. Right now and through the winter months 
WOMAN is doing big things and backing them with extensive - 
advertising. What of 1952? It is not, we feel, out of season, to 
call your attention to the importance 

of ensuring as soon as possible that 


= > Vode ‘Tes + gs 2h es Mae So et a Pee > ee oe a). Oe ea rc a a 
a 4 ie 7 = Bua eens Co ‘a ee tas ° Sees Ie hy: dein me ‘ be see ll ‘ Pang ta: * : BS pee | NS 
iy + *. * % * z n ) * 4 oan » a 4 hat *% Wa ii = 
4 ag SEE cet a ae, ae ae fe i eng ag eae oe. = ak ‘ 
aa ; - BG ar F : A SS ee te Sr oe aes ay “ne | %y 
a ; oe ae as . a Rae Bineton ae = 
he wey 5 a Po. el a” 14 gy i ~ * 
a. i iis aes oe BEN Speratin i ae 
A eS > ASS es . 5 nie _ ois: Tam BPE, rey Pe =, a Acca? 7 
Oy a ‘A ‘ 2 : 4 " ; elas de Cee vag tog. Be £ Be it Y LR: 
ae ‘aie oe ar ol ie ee ne = a 
, sc oe t ge Sa Sa eh ee oe Beet - 
joo . eos eg eee ht aay eee Oe.) a 
# a : r , \ ¥ wa ; a ane ey a RA is, ae | 
—. EU fn a : ; . . Sine, ee Ex , 
c OS ; us Sa Rs : ‘ ae Pek ‘ Aan * 
eg. 4 Lat § te eng ee ae ee ati 
ale ome eat r -. g ae Bs ie Retin sal & ; é ed # 
4 “3 ‘ an * . pe as fi ’ ; a hee reo 
a if : “ L ae ee ax ‘woe se 
it & . am TE RE 8: +S j <. « 
Be ¥ b 5 . : vena 35 “at = a: a ey. t we 
Bo Rew i . to a noe ail = Ne 4 . ae ; oi p edi ; 
+ ee ee e Eb 7 ojo een i v4 ie. ood ie ea meaty fe 
int se : pei he sa es ee t Nee ae oto as 
i el ee - * ‘le aa ie ae Rt. elias Si ae Seat a bia. Bete 
aero 4 e = et 0 opt gs i: oS wee at 5 * 5 ee: ; 
‘ * , is ie o 7 ; i> fe , 
% fe s oe ; . oS as * Sl P J 
ery “ 4 ‘ 4 ‘d hs fee eg hey . — 
a NE Wok “eo mee): ne we : J ‘ne Fie thon Rae ce pha is 
iti: : rr Dai Se are ea poe Mg ey 
Pow. : jf rae ; ‘ Se : ie 
= ie ? ; E ' > ater A ih ee VAN Se ‘ y . 
oa d = . ; . 7 oar Be ‘ bake) = 
, ap is . 1 a. a a 5 5 Pr ton al SE Nae 
‘a 7 rs a , ao : 7 _ ia i & + ms Ra ‘ el ; ‘4 
ae ee + ; a Sea a0 a | +N ore a eae & 
—— re = re el = fos, ) Knee ae 
a . eet Tia = ®, roe ol cae ee 
i ae ; Wels eae monte LES: a i. Kaeo * 
og ie oh es eg hie oh eral Me ALE in laa ae 
i Aa ; » AE Ea | ae Bees Fest) ae) : if sh Fy eels Pee Se. aw SRL es 
ae ee. | ee ies ae ie a? 
eect * AGRE aie eee Sapa). Ce o 1. au fiat ‘i i j nee ee Nok ee te iin at Aa, ue ‘roe 
* <a ; ; Chars ei 2 SS Ee ek EEE, See a 2 ec a ; a 4 ae » ae? 
as A a f eed i . 3 ir . a . J 
tray 7 
F 
rated s.. 
iv “3 | 
bee hd i 
5 aS - 
a 
e : 
Dae: \y 
Fa Md 
sar a 
" qt 
= 
. 
* , 
ae a 
ih: ‘ 
a q 
7 4 
i 
Ba poes 
i ay i 
é s | 
NES 
ia + J 
cos 
ery 
Oi WOMAN will pla f i 
oi Will play a foremost part in _——_ 
one your new schemes. = = 
TE ’ 
hy, 4 
ra on 
z OO - 
i i ~ r « i i 
“is ~- meme ss cs ab es < ; 7 
wa ees ae aS Ss ages nae ae hs Se oe ie be rs * 
eS — sete osgrapaaet Si i MMR ie a A PR ae a sii oe Se j = 
ar so immune ett Ce RE ene Bigg ge ee ag Se Seal aaa: aime ia ee 3 ¢ a 
ne RS ei i a a Ae ‘ . ; 
- é . : 
aha : ee 2 4 Z » : 
Gay: eer: » * 
‘ah ee ee 5a 9 . 5 
4 . gl ue * 2 : j Z 7 
ae an fae ws 5% - 7 : de 
sf See ee x 7 . ‘ : *s 
ae) a be ) rae " " ; : 4 : B . 
ite See oy aa atts ig. : ‘ 1 -£ «ne 
" - a —_— 2 « PP “i Pole me. — as hy 
4s i ‘ a Be A ETRE oe ae 3 fea oe, s 
0.5: , — iii 3 : Pe he aa ity ~_ .- es S ae 9, aaa oe . . ; : 
ae ee MO. a y , : . 
ers \ Se eer oan ao ee er Be: " Z 
Ber ty ofl a a). ae —_* : ee 7 a ‘a — 
Ot aw oo a oe geen Sameer ia : 4 ey 
7408 eis, ey) a ae i 9 Ps rt po Sail 
ee a ie Bs ae ee 
e. | ig PRS aaa 4 os iy: ale ; 
4 ae - i oe } eA 
fae " 2 ae é ops eh" aS 7 
aa tos = *y A 2 Laue " F 
+7 if bso aie oe a ee ‘sei * hl * rl - Le as 


ADVERTISER'S WEE LY 


Wha, clean, this tsa real splencled, 
Oh yes, Fanny, our loater hero ot ba 


ha. Clark's ft a imal 
Kahwilees 


a Ane. 
they aay.” 


This question of hard and soft water may not 
concern YOU, but many manufacturers are 
very interested. 


comming te Irovined 


gives just these facts, together with more than 


16,000 


other, items of marketing 
information for 
70 Towns and Districts. 


Don't. forget to refer to 
your copy when you 
are planning or 
considering a campaign! 
NORTHCLIFFE NEWSPAPERS 
GROUP LIMITED 


R. H. Penney, Advertisement Director 
Carmelite House, London, E.C.4. Telephone: Central 6000 


NE of the most difficult 

problems facing the editor 
of a monthly technical magazine 
is to include in each issue at 
least one article to interest each 
reader, when the interests and 
characters of his readers vary 
widely. If the editor does not 
include something for every 
reader he runs a grave risk of 
dwindling interest. But to cater 
for all tastes requires a larger 
number of pages than is gener- 
ally available. 

The editor of the new Beetle 
Bulletin, a technical magazine out 
of British Industria] Plastics, will 
find this problem magnified six 
times, for this journal is being 
published only twice a year. 

The editorial in the first issue 
“offers no apology,” in a rather 
apologetic tone, for adding to the 
mass of reading matter that 
already faces the ns J executive. 
It refrains from apologising be- 
cause “in the first place the maga- 
zine will be issued only twice 
yearly.” 

I wonder whether a magazine 
that is worth publishing only 
twice a year is worth publishing 
at all. Whether, indeed, a maga- 
zine is the best way of conveying 
this particular kind of biennial 
technical information to a crowd 
of people of diverse interests. 
Possibly a series of booklets, 
each containing one of the articles 
and each mailed to its own care- 
fully selected list, would be a 
more effective way of spending 
the money. I am in no doubt that 
a mere 16-page biennial magazine 
will have a desperate struggle to 
get hold of its readers. This, 
despite the excellent production 
and a handsome cover which the 
editor very wisely had printed 
from the artist’s rough instead of 
getting him to do a careful finish. 
In the end he will find, I think, 
that the very essence of a house 
organ is continuity of narrative. 


* * * 


ANOTHER NEWCOMER is The 
Polly Post. It is, says the head- 
line, “Issued at intervals by The 
Apollinaris Company, Ltd.” 

This casual] attitude to publish- 
ing days and Press dates shocks 
this old journalist to the core. A 
newspaper (and this has news- 
paper format) is not a toy, a 
directors’ plaything. How can 
you expect the reader to take your 
publication seriously if you don’t 
yourself? To me, this slap-happy 
approach is amateurism at its 
worst. To what have the editorial 
staff and readers to work if there 


is no Press date? When does 


news cease to be news? How 
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Biennial Journal Will Not 
Hold Regular Readers 


stale can it be and still get into 
print? 

Better, far better, to send out a 
mailing shot as and when news 
happens than attempt a news- 
paper in so light-hearted a spirit. 
Journalism is a serious business 
(though I admit one is sometimes 
driven to doubt it by what 
appears!). There is no quicker 
way to customer-interest if a 
house organ is run seriously, and 
no quicker way of losing money 
if it is not. 

The Polly Post, a single crown 
folio sheet, has at least one fea- 
ture I can recommend. The title 
is set in reverse on a black panel 
a column and a half wide and 
three inches deep, at the top left 
corner of page one. This saves 


Spotlight On 


House Organs 


by 
BRIAN HILTON 
space, it is “different,” and has 


greater strength than a headline 
right across the top occupying an 
equivalent amount of space. Not, 
of course, that the idea is new; 
several house organs use it suc- 
cessfully. 

* * 7 

Epiror oF The Harvest, issued 
by British Feeding-Meals and 
Milk Products Co., Ltd., makes 
no attempt to impress his readers 
with layout, design or typography 
His 17 pages are all typed and 
duplicated without elaborate 
setting out or pictures. I also 
failed to discover any relevance 
in his cover design which, printed 
on art paper, shows what I 
imagine is intended to be a fish- 
ing trawler gathering the harvest 
of the sea, but which could easily 
be a trawler foundering in a gale. 

However, the journal has such 
tremendous zest that it carries the 
reader along like a tidal wave. A 
combination of evangelism and 
practical commonsense pressed 
home with a cheerful disregard 
for appearances has a consider- 
able impact. 

May I suggest, however, that 
it is a pity to leave pages 2, 3 and 
4 of the art paper cover com- 
pletely blank? 

* oe a 

AGAINST NEWS items from 
abroad, presented as crisp single 
paragraphs, Aluminium News 
(Aluminium Union Ltd.) prints 
the postmarks of the sources of 
origin. An amusing and striking 
way of incorporating a date line. 
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we ANCIAL AMES 


Ly = ee sa 


About 


* 


16,000 Directors of 


Public Companies read 


THE FINANCIAL TIMES 


* 
“ From a readership survey carried 
out by Research Services Ltd. this year.” 


Industrial Advertising in 


THE FINANCIAL TIMES 


reaches Top Management certainly 


SIDNEY HENSCHEL - ADVERTISEMENT MANAGER - 72 COLEMAN STREET - LONDON - EC2- Monarch 8833 
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YOU MAY THINK YOU ARE RIGHT- 


If you do a lot of mailing, you are probably convinced 
that you know which duplicator will give you the best 
service — but have you proved that your conviction 
| is right ? 
4 Roneo believe that the only way to arrive at a true 
answer is to have a comparative test of all duplicators 
in which you are interested — including, of course, 
Roneo * 500’. 
We know that a side by side test will prove beyond 
ss doubt the great advantages of Roneo * 500’. 


oy 


@ Considerable saving in running costs, 


@ Really automatic inking, giving continuously even 
work without stopping to re-ink. 


No interleaving on all ordinary duplicating paper. 


No proofing. 
\ ; 16,000 copies from a lb. of ink. 
alba i Quick clean colour change in 20 seconds. 


Better standard of work with greater speed. 


Write for booklet “ Let’s 
take a back seat”’ 
which gives users’ opin- 

ions of Roneo ‘500° 


TWO MODELS: FOOLSCAP AND THE WIDE POLICY (PRINTS ON PAPER 18” x 14”) 
Have you seen the new Roneo Electronic Stencil reproducing photographs, drawings 


and type direct without negatives? 


RONEO LTD - 17 SOUTHAMPTON ROW - LONDON W.C.1 - Tel: HOLBORN 7622 - Branches throughout the country 
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How to keep down the cost 
of keeping up results 


By KAY M. MURPHY 


Director and General Manager, Linguaphone Institute Ltd. 


THERE is a world of differ- 
fence between economy and 
cheeseparing, and in dealing 
with this subject of keeping 
down costs it is important to 
bear in mind some of the old 
adages with their timeless truths. 

1 make no apology for 
beginning with two cliches 
(amended for present-day use): 
“Never —_ the ship for 


Good direct mail 


advertising 
can be so “resultful,” 


that some 

CTIA LAELIA LLLP LAP 
To Cut Your Costs— 

CONCENTRATE on “hot,” 
prospects. 

CONSIDER 
envelopes. 

TEST your 
shots. 


using unsealed 


schemes by pilot 
USE both sides of the sheet for 
two-page letters, 


STICK to standard envelope 
sizes. 


KEEP DOWN print bill by using 
one colour on a_ coloured 
Paper. 

CONSULT your printer at an 
early planning stage 


But— 


MAIL often enough for your 
campaign to pull its maximum. 
NEVER omit the reply card. 


UNA Tr 


extra initial cost can be fully 
justified if it makes the first im- 
pact of the message more striking. 

It has always been an advan- 
tage of direct mail advertising 
that expenditure vis-a-vis results 
can be easily checked and success- 
fu] users of this form of adver- 
tising have economy always in 
mind. By economy I mean, of 
course, maximum efficiency for 
best results. 

Direct mail advertisers should 


always be on the lookout for 
legitimate savings and, to-day 
with costs soaring, particularly in 
postages and paper and printing, 
it is essential to review one’s past 
practices and to see where savings 
can be effected without lowering 
results. 


Postage 

Let us take postage first. The 
second-class postage rate is now 
14d. and we have to accept this 
whether we like it or not. But 
something can be done. We can 
see to it that: 

(a) Our mailing lists of prospects 
are selected more carefully 
than ever. Prospects who 
were sufficiently profitable in 
the days of lower costs, may 
now be best “given a rest,” 
while we concentrate on 
“hot” prospects. 

(b) Mailing lists should be more 
carefully checked than ever 
to avoid waste. (Though this 
is a matter which has always 
been the subject of attention 
of the specialist houses and 
competent users of direct 
mail.) 


(c) Firms who have been in the 


habit of paying full postage 
on sealed letters would be 
well advised to consider using 
the unsealed envelope. This 
results in an immediate sav- 
ing and it has been proved 
conclusively both in Great 
Britain and America, that the 
results will, normally, be 
equal to those of sealed mail. 
except in few cases where the 
merchandise or service is of 
a highly personal nature. In 
cases where mailings are to 
executives in big firms, the 
14d. post generally is as 
effective as the 24d.. since all 
general mail normally reaches 
the executive’s desk opened. 


Pilot Shots 


Where large mailings are con- 
templated, it is to-day more im- 
portant than ever to test the 
efficacy of the sales-appeal before 
embarking on the complete 
scheme. This plan, of course, has 
always been adopted by efficient 


firms, but in the “old days” there 
were many who felt that they 
could “afford to: take a chance.” 
To-day the position is quite dif- 
ferent. This leads us to: 


Efficient Planning 


Careful planning is the key to 
real economy: Planning of the 
message; printing, timing. 


Sa In 


More careful thought as to the 
purpose of the campaign can in 
many cases save paper and in the 
process actually increase the effec- 
tiveness of the sales message. By 
using the minimum quantity of 
paper, we are forced to reduce 
the “copy” to a minimum and 
this should result in more force- 
ful presentation of the sales argu- 
ment. (Though here again, a 
word of caution: be sure that you 


ADVERTISER'S WEEKLY 


@ This is the first of a series 
of Direct Mail Advertising 
sections to appear at regular 
intervals in ADVERTISER'S 
WEEKLY. Aim will be to 
show, by technical articles and 
case histories, how Direct Mail 
can be most effectively used 
for sales promotion. 


have given yourself sufficient 
scope to present the whole mes- 
sage. It is cheaper to use an 
extra sheet of paper than to skimp 
the message.) 

1 have been looking through 
the files of our own pre-war mail- 
ings and have compared them 
with our post-war printing. In the 
light of to-day’s circumstances } 
am abashed by the lavishness of 
the size of paper we used in those 
days. Costs and paper-shortage 
automatically forced us to econ- 
omise after the war. Comparing 
the examples illustrated below, it 
is obvious that reduction in size 
made our copywriters streamline 
the message in such a way that 
the new message “got home” 
more quickly—as our statistics 
of results happily show. 

Look through your catalogues, 
your brochures and your letters. 
Look at them critically, Ten to 


‘WHERE DID YOU LEARN TO 
SPEAK FRENCH SO WELL?” 


Both these mailing 
pieces, One pre-war 
and one post-war, 
proved highly suc- 
cessful. _Compari- 
son shows that the 
reduction in size 
necessitated by 
post-war condi- 
tions made copy- 
writers streamline 
the message so that 
it “got home” more 
quickly. 
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A PRESS ON 
THE PREMISES 


The Ideal Arrangement for 
Direct Mail Advertisers— 
AND AGENTS 


More and more advertisers—and not a few Agents—are 
finding that the printing of Direct Mail literature on 
their own premises offers outstanding advantages in 
convenience and cost. 
Most offices of any size have the usual duplicator for 
: the general run of ‘‘circularising’’, but such equipment 
is obviously not intended for print of the quality and 
character needed for Direct Mail advertising. There is 
available, however, a small litho press, taking little more 
space than a duplicator, which produces top quality 
print including colour work, without highly skilled 
operation. This small press is the British Rotaprint made 
by Kaye’s Rotaprint Limited of Honeypot Lane, London, 
N.W.9. It is a plant extremely easy to operate, yet remark- 
ably versatile, for its scope 
ranges from I! Ib. Bank 
to card work, in monotone 
or colours, line or half-tone. 
To advertisers consistently 
using printed matter, the 
Rotaprint can show surpris- 
ing economies. To Agents 
who handle their clients 
|Print, it opens up a 
new field, enabling 
themtoofferaprint- 
ingservice for quite 
awide range of work. 
The potentialities of Rota- 
print for you are great. 
It costs nothing to in- 
vestigate by asking for 
comprehensive _ informa- 
tion, which is readily avail- 
able from Kaye’s Rotaprint 
Limited, Honeypot Lane, 
London, N.W.9. Drop a 
line to-day, or telephone 
Colindale 8822 (12 lines). 


KAYE’S 
ROTAPRINT 


There is only one source of supply for the genuine all-British 
Rotaprint, and only one solidly established organisation with the 
necessary manufacturing resources for a 100°, Service —for 
this reason the full name is important to you—KAYE'S 
ROTAPRINT LIMITED, Honeypot Lane, London, N.W.9. Tele- 
phone : Colindale 8822 (12 lines). 


one you will find that the very 
flexibility of direct mail adver- 


tising tempted you to “spread 
yourself” and that your presenta- 


tion can be strengthened by 
rigorous pruning. 
Letters 


In ” fia the case of two-page letters. 
they are likely to be more in 
keeping with the mood of the time 
and therefore more effective, if 
both sides of one sheet of paper 
are used, 

Beware of cutting a letter down 
to go on one side of a sheet when 
your message needs to be longer: 
the controversy on short versus 
long letters is continually raging 
both here and in the U.S.A. but 
the only yard-stick, subscribed to 
by all the delegates at the Direct 
Mail Conference which I attended 
in New York was “Stop only 
when you have presented your 
case.” The length of letters in 
the U.S.A. never ceases to sur- 
prise me, but in Great Britain 
there is, I think, a dangerous ten- 
dency to write letters which are 
too brief to present the message 
adequately. 


Envelopes 


Considerable . savings can be 
effected by sticking to standard 
sizes. Special-sized envelopes are 
expensive and take time to obtain. 
Indeed, to-day they are well-nigh 
impossible. Here again is a case 
where careful planning comes in. 
When planning your mailing 
material be sure that it will slip 
in easily into the envelope, thus 
saving the time of inserting. 
(Mailing pieces should be one- 
eighth to one-quarter inch smaller 
than the envelope you plan to 
use.) 

Investigate whether you can use 
a lighter envelope than the one 
you habitually use. Good light- 
weight envelopes—they must be 
good—will probably be cheaper 
and in many instances will enable 
you to save on your postage. 


| Mail Often Enough 


In seeking economies, there is 
a danger that one may not mail 
often enough. This is a misplaced 
saving. Sometimes a mailing ap- 


High costs of paper, printing and postage 

make it essential that direct mail should be 

conducted with maximum efficiency. But, 

writes Kay Murphy, there is a world of differ- 

ence between economy and cheeseparing. It 

is essential to see where savings can be effected 
without impairing results. 


peal to a particular mailing list 
does not really begin to pull its 
maximum until the third or fourth 
mailing: sometimes even more 
“shots” are necessary. 


The Reply Card 


Never omit this in an attempt 
to cut costs. And remember that 
better results are usually got with 
a separate card. Don't be tempted, 
therefore, to add an inquiry blank 
to the letter. 


Use Of Colour 


But saving in printing can be 
effected by printing in one colour 
on a coloured paper. It has been 
established that as a rule a one- 
colour printing on a reply card 
is actually more “resultful” than a 
two-colour printing. On the other 
hand, swo-colour printing in 
brochures and catalogues usually 
give much better results than one 
colour. So, if you have been get- 
ting good results with two-colour 
printing do not be tempted to 
effect a saving in this direction. 

This leads me on to the main 
point in economical and effective 
use of direct mail advertising: At 
a very early stage in your plan- 
ning, call your printer into con- 
sultation. 

Max Bemrose, at the 
B.D.M.A.A. Session of the Inter- 
national Advertising Conference 
stressed this point and it bears re- 
statement. Your printer can help 
you in many ways to effect econ- 
omies and in many instances to 
get better results. He can advise 
you regarding suitable illustra- 
tions and so on. But you must 
consult him in the initial planning 
stages. 

Similarly, closer co-operation 
with direct mail specialist houses 
will result in a more effective 
mailing campaign and they will, 
from their wide experience, show 
you opportunities for savings 
which will at the same time prob- 
ably give you better results. 

In a short article it is possible 
to give only an indication of 
means of saving, but an impartial 
review of your past advertising 
will, in practically every case 
make it evident where saving can 
be effected and where more effec- 
tive presentation made. 
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OU NEED the help and 
guidance of BIA Mailway to 
plan your selected Direct Mail 
Campaigns to Home and Over- 
seas Markets. In 1951 BIA 
handled more than 70,000 mail- 
ing units a day—a figure that 
speaks for itself. 

Illustrated is the cover of the 
brochure which should be in 
your hands before you start plan- 
ning. More than 4,000 clients have 


used it with success. You should 
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send for it today. 


BRITISH & INTERNATIONAL ADDRESSING LTD 


BIA HOUSE 
BRIDEWELL PLACE 
LONDON EC4 


Telephone : CENTRAL 3327-8—6891-2 
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DIRECT MAIL AD\ 


Ten Essentials In Direct Mail 
For Export Sales 


By ROBB HOLLAND, M.S.M.A. 


Sales and Campaigns Director, Simmonds Postal Publicity Ltd. 


LL the principles governing 
direct mail in England apply 
to export advertising—plus a 
number of special problems. All 
the snags and difficulties are met 
with—and a few added to make 
life a little more difficult for the 
advertiser, or, if he is wise, per- 
suade him to seek expert help. 
And yet . . . direct mail can be 
a powerful selling aid for British 
goods abroad. It is already play- 
ing an important part in some of 
the best-known campaigns, but, 
because it goes about its work 
quietly and undramatically its 
scope and extent are often under- 
estimated. Advertisers already 
using direct mail know what it 
can do, but I am convinced it wil! 
have a larger share of marketing 
budgets in future, particularly as 
export selling becomes more com- 
petitive—as it may well do. 


In saying that the same prin- 
ciples apply in greater detail, 1] 
have in mind the wider develop- 
ment of direct mail in many over- 
seas countries, particularly U.S.A., 
Canada, and the dollar areas 
where so much export selling has 
to be done. Since these lands are 
still ahead of us in the recognition 
and use of direct mail their re- 
action to it is coloured by their 
experience of American standards 
and if we are to succeed in those 
markets our direct mail must 
measure up to their standards and 
conform to the same principles. 

One principle, which we are 
only just appreciating in this 
country, is continuity. Direct 


mail js no different from any other 

form of advertising in that repe- 

tition of the message is essentia! 

and the old fashioned idea of 

“sending out a mailing shot” and 

expecting to reap a huge reward 
| 


is about as sensible as taking one 
insertion in the trade Press and 
calling it a campaign. Such an 
attitude to direct mail is foolish 
here. It is fatal abroad, simply 
because the recipients in dollar 
markets are used to American 
methods and expect what we used 
to call “follow-ups.” 

The American attitude (and I 
quote it as representative because 
so much overseas direct mail .s 
aimed ar that market) is that only 
the suckers fall for the first 
“shot.” The real offer, they think, 
comes later. In the second letter 
is the discount for a quick order, 
then an offer of a sample, fol- 
lowed by “sale or return” until 
the recipient expects the goods 
will be given to him if he waits 
long enough. 1 am caricaturing of 
course, but it is a fact that in 
postal advertising abroad con- 
tinuity is a must. 
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PURPOSE of the advertising 
must first be decided. 

CONTINUITY should be re 
garded as a must. 

MAILING must be planned as 
an integral part of the adver- 
tising campaign. 

MARKET must be 
defined. 


correctly 
TESTING by pilot campaigns 
should be used. 
CONCENTRATION must be 
recognised as an important 


principle. 

COPY must be, not merely trans- 
lated, but re-written in the 
language of the country con- 
cerned. 


STYLING, and 
illustration should conform to 


LITERATURE must be 
tive and cales-compelling, with with 
products illustrated in colour. 
LETTER HEADINGS should be 
pictorial, using colour with 
regard for racial and religious 
customs. 


It is essential that direct mail 
is planned as an integral part of 
the marketing campaign and not 
as a hastily conceived addition 
to the budget. 

Another well-proved principle 
which costs more to ignore 
abroad than at home is the cor- 
rect defining of the market to be 
approached before even the first 
mailing goes. I have contended 


A Direct Mail Service 


ADDRESSING 


% TELEPHONE : 


DUPLICATING 
MULTIGRAPHING 
OWN MAILING LISTS 

MATCHING IN 
PROMPT SERVICE 


GRAY’S 
TERminus 5451-2970 


that covers the World 


UNIVERSAL DIRECT MAILING SERVICES LTD. 


80 & 82 CROMER STREET - 


INN ROAD -:- 


LONDON - 
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To those interested in 


DIRECT MAIL 


Timeliness is the first essential 


With the ADDRESSALL I can 
address your envelopes accurately 
at the rate of 3,00 PER HOUR 
-—a typist would take 3 days/ 


Let ADDRESSALL solve your Direct Mail 
problems for you. 


Addressall 


MACHINE COMPANY 


11/13 Southampton Row, London, W.C.1 
Tele: HOLborn 3571/2 


SSG R2GG LAG 2A SG LAOS LAUSG LANGA 


make the post pay 


In 1881 David Gestetner mar- 
keted the first stencil duplicator 
which gave business men a prac- 
tical way of making as man 
copies of letters as they wanted. 

Today, a great and growing 
number of Gestetner duplicators 
are at work in offices throughout 
the world—and a great many of 
them are turning out effective 
Sales letters for those far-seeing 
organisations which realise the 
power and the profit in direct 
mail campaigns—operated with 
Gestetner duplicators. 


QE RARQRs 


NORMAN DAVIS 


2.8.35 TF €-8 


The staff comprising our Direct Mail 
Team includes experts not only in this 
specialised technique but also those 
who have had actual business experi- 
ence in the wholesale and retail field. 
That is why many well known con- 
cerns entrust to us this vital aspect 
of their Publicity. 


Ed. 


Best in the Long Run— 
and in the Short Run too! 


* 
GESTETNER LIMITED 
ALDWYCH HOUSE - LONDON - W.C.2> HOLborn 8700 


LESS LESS ISSA EASY OTA TPA MSS | 


Send your enquiries to 


NORMAN DAVIS LIMITED 
44 GT. MARLBOROUGH STREET, LONDON, W.! 
Telephone: GERrard 2622 
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If you want... 


*% A full AGENCY 
and CREATIVE SERVICE 
in DIRECT MAIL 
backed by 
A thoroughly reliable 
PRODUCTION UNIT 
and 

*% A team 
of practical people 
who really understand 


DIRECT MAIL 
ADVERTISING 


. call in 


Simmonds POSTAL PUBLICITY Ltd. 


82/84 PECKHAM RYE - LONDON - SE- 15 
Telephone : NEW CROSS 5541 


Directorate : 

STANLEY C. SIMMONDS - Production 
KENNETH TEATHER A.I.P.A + Administration 
ROBB HOLLAND M.S.M.A. - Campaign Planning 


* 
At the service of Advertisers and their Agents 


————— 7 


SWAN PRESS 
LIMITED 
<a ELE BI 


LETTERPRESS 
and 


PRINTERS 


OFFSET 


specialists in 
PENCILTONE 
WATESTINT 
and 
HANDWRITING 


FACSIMILE 


cc 


151 FARRINGDON ROAD 
LONDON °- E.C.1 
TE Rminus 1191 and 9222 


DIRECT MAIL. 
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VERTISING 


Direct Mail For Export—continued 


for years that 25 per cent of all 
direct mail is wasted because it is 
sent to a list of “addresses” in- 
stead of to carefully defined 
“prospects,” each of whom cao 
be logically regarded as a poten- 
tial buyer. The most expensive 
item in direct mail is “cheap” ad- 
dressing, and more so when the 
proposed recipients are living in 
a country about which the adver- 
tiser personally knows little. 

It is usually better to have lists 
compiled by a local agent or 
someone who knows the territory 
concerned, but the better British 
direct mail houses have close con- 
nections with overseas list 
bureaux and can supply all that 
is needed. 

Every experienced direct mail 
advertiser knows the value of 
testing, using pilot campaigns to 
find which approach, which 
method, which copy angle is most 
effective. For export direct mail 
it is even more important since 
even a well-proved and thoroughly 
efficient plan for this country may 
not appeal to other nations with 
their differing outlooks, prejudices 
and desires. But make the test a 
fair test. A few letters sent to a 
“field” of several thousands will 
produce completely unrepresen- 
tative results, but what happens 
on a 10 per cent sample campaign 
will be an accurate forecast of 
what to expect from larger mail- 
ings. 

Concentration, as distinct from 
repetition, is an important prin- 
ciple. It is better to concentrate 
on say, the New England States 
of U.S.A. and style everything to 
the special needs of that market 
than to send the same “message” 


indiscriminately to California 
and the Middle West. 
Language, idiom, ways of 


thought and living enter so much 
into direct mail (a letter is a sub- 
stitute for a conversation), that 
the question of translation has to 
be faced on all direct mail to 
foreign countries. “Translation” 
is really a misnomer since “copy,” 
whether for a sales letter or a 
folder, cannot be translated effec- 
tively—it must be re-written in 
the language of the country con- 
cerned. I need not labour the 
point—some of the “sales” letters 
coming into this country illustrate 
it. 

That styling, presentation and 
illustration should conform to 
the country of destination and 
not that of origin is so obvious 
that it is strange how often this 
principle is ignored. Recently 1 


YOU HAVE THE IDEA 
—we execute it 
DUPLICATING—ADDRESSING 
DISPATCH 
—plus intelligent interest and loving care. 
COURIER BUSINESS SERVICE 
8 Kenton Street, Russell Square, W.C.! 
TERminus 7477 


was shown a “rough” of a folder 
to advertise tractor spares to 
farmers on the Canadian prairies. 
The tractor shown was of a type 
hardly used in Canada, the figures 
were dressed more suitably for the 
Bath & West than for the Wide 
West and their language, as ex- 
pressed in the “copy,” was typical 
of Cheltenham rather than 
Calgary. 

An English artist had done a 
good job—but a few minutes with 
a Canadian advertising man made 
it 100 per cent more suitable for 
selling in Canada. 


Colour Important 


Colour for overseas direct mail 
is even more important than at 
home, Our conservative British 
black and white, whether used 
from custom or reasons of 
economy, is false economy when 


it has to compete with the 
colourful standards of most 
American literature. Illustrate, 


show the goods, and show them 
in colour. In England you may 
have a representative calling fre- 
quently. Abroad, such personal 
cultivation may be impossible and 
your literature has to do all the 
“selling.” Give it a chance. Make 
it colourful, attractive, and sales 
compelling. 

The same goes for letter head- 
ings. That heading your company 
has used since 1860, solid, digni- 
fied and deadly dull—keep it for 
the people who know you so well 
that they do not need impressing. 
But for dollars’ sake regard a 
heading used for export direct 
mail as part of the advertising 
material. Make it a pictorial head- 
ing. Make it do part of the sell- 
ing, not merely carry your name 
and address and a list of your 
branches. A line drawing of the 
factory is not one half as effec- 
tive as a pictorial representation 
of the goods you sell and what 
they can do for your “ prospect.’ 
Needless to say, colour must be 
used with due regard for racial 
and religious customs, habits and 
“taboos.” 

Finally, first decide the purpose 
of the advertising. Too often the 
phrase “a mailing shot is planned” 
means that it isn’t. Direct 
mail is no different from any other 
form of publicity and it is essen- 
tial to be clear about what the 
advertising is to do. Is it direct 
mail as a “door-opener” designed 
to produce inquiries to be fol- 
lowed up by personal calls? If 
so an “action point” is necessary, 
often a reply card or envelope. 
Is it direct mail selling, calling 
for an order form to make action 
easy, or direct mail advertising, 
an additional or supporting 
medium to trade Press advertis- 
ing? This last is the particular 
phase of direct mail in which it is 
advisable to enclose explanatory 
literature since “informative ad- 
vertising” rather than immediate 
action is the object. 


Pee diciaae AM, 3 Ga be ee “Shey ea Cen: , ee a a LE 7 IRIS SAE ae a, 
Pious i Bie. ° , Be ea aay a ae ,. ae a 
= —— = 
: ae 
PC“ Cs 24 FS “a 
j 
a | 
i hy 
5 po y 
: 
—_— 
ae) . Pe ri 
| | Pe 
l | 
ae | L 
mae * 
ber 
is 
te } as 
Len ae a a e 
ie oS ; 
eps ® 
Bot o 
Vy es . 
ee 
4 
x é 
‘ TG SRE 
: ee 
pe | : 
a 
‘ 
; a RE A | eee 
. 
: 7 ; \ a, F ae 


a ae ER i, 


Octoser 4, 1951 


DIRECT MAIL ADVERTISING 


Mailing List Must Not 
Be Mailing Lost 


T. H. McARTHUR, Director, The Wellington Press Postal 

Advertising Services Ltd., explains why a large mailing list is 

not necessarily the one to produce the best results. It must be the 
right list. 


“TD UBBISH,” said the Red 
Queen, “the bigger the 
mailing list the better.” 

Well, that may be one view, 
but it is far from the right one, 
and I would say that more often 
than not we are doing more for 
our clients when we reduce their 
mailing lists than when we 
enlarge on them. This will 
sound like heresy to those who 
only worship the great idol cir- 
culation, but let us look at the 
whole question more closely. 

The basis of the problem is, 
of course, “where lists come 
from,” and some of the more 
usual sources are given below 
(but there are many others): 

Telephone Directories (local or 
classified). An obvious source 
that will probably give you most 
names and least selection. Note 
that classified directories are not 
yet available for the whole 
country. 

Trade Directories. Practically 
every trade has its own directory, 
but here again classification may 
be difficult, and for many trades 
the directories which are avail- 
able are far from complete. 

Voting Registers. Invaluable 
for private individuals, but here 
again, no selection—just plain 
Tom, Dick and Harry, without a 
clue as to which is father or son 
in 999 cases out of 1,000. 

Local Directories. Usually 
reliable so far as they go, but 
no indication of size of firm or 
status of individual. 

Professional Lists. A_ very 
valuable source for doctors, 
architects, etc.—generally give 
individual qualifications. 

Membership Lists of Trade 
Associations, Clubs, Chambers of 
Commerce, etc. Vary in useful- 
ness according to the status of 
the association itself. Usually 
extremely useful. 

Your Own Company List of 
past and present customers. 
Probably the finest list of all, and 
all too often neglected. 

Coupon Replies from Press 
advertising etc. Coupon clippers 
include a lot of good material, 
but ask any firm which has used 
Press coupons how much chaff 
they got with their wheat! 

Lists supplied by representa- 
tives in the field. They should 
be 100 per cent, but their value 
depends first and foremost on the 
way in which the representative 
is brought into the picture. He 


must know exactly what is 
required from him, and of course 
the calibre of the representative 
himself is a consideration. As a 
hint, you will probably find it 
easier to get your representatives 
to check any list sent to them, 
rather than produce their own. 
If you do ask them to check a 
list—make sure that everybody is 
using the same yardstick. 

These are just some of the 
sources, enough to consider for 
the moment, now let us get back 
to this question of “mailing list 
or mailing lost.” 

A great deal of the trouble 
arises from the fact that if the 
directors of a company choose 
to describe their business as, for 
example: “manufacturers,” then 
there is no law to prevent them 
doing so. It may be a border- 
line case or the directors may 
simply prefer the title to any 


other, and be prepared to push’ 


any inquiries they get to genuine 
manufacturers. This is a simpli- 
fication of the problem, but 
already we begin to see that we 
do not know nearly enough about 
many of the name: on the lists. 
Let us take the problem a stage 
further. Before we can really 
get down to the question of how 
much of a list is right for a par- 
ticular product or service we 
need your help in defining exactly 
what your market is. Sounds 
easy to answer, but in practice it 
may be more difficult than you 
think to define it exactly. 

The usual selection concerns 
the size of the company and this 
is one case where the report of 
the representative in the field can 
be worth all the trade directories 
published. By all means use 
your directory for the initial list, 
but before using it for a direct 
mail shot have each name 
checked. It may take time, but 
after one visit your representative 
should be able to give you a 
report that really will help you to 
grade each name into whatever 
categories you need. Don't 
overlook the fact that you can 
use direct mail to learn a lot too 
—you'd be surprised how co- 
operative people are if you tackle 
them the right way. 

The whole thing sounds too 
simple—find your list, prune it 
without fear or favour on the 
basis of your knowledge plus the 
knowledge of a reputable mailing 
house, and there you are—a really 
valuable mailing list. But let's 
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VARI-TYPER 


THE. OFFICE COMPOSING MACHINE 
SAVES TIME AND MONEY 


H ERE is a composing machine which justifies 
lines automatically, has instantly interchangeable 
type founts, makes perfect “masters” irrespective 
of the operator’s touch—yet works as easily as an 
ordinary typewriter. 


Sievainié hundred different type faces are 
available, ranging in size from 6-point to 18-point, 


including italics. There are also complete founts 
for foreign languages, mathematics, chemistry and 
other special symbols—each one fitted at a twist 


of the wrist. 


, ee your method—stencil, direct 
plate, photo-litho—the Vari-Typer, used in con- 
junction with your stencil or offset duplicator, will 
effect a substantial reduction in your printing costs 
—quite apart from the saving of time and 
composing charges normally involved. 


VARI-TYPER DISTRIBUTORS (GREAT BRITAIN) LTD. 
ALDWYCH HOUSE, LONDON, W.C.2 - HOLBORN 2014 
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DIRECT MAIL ADVERTISING 


see what happens when we try to 
apply this simple scheme. 

The first snags appear when 
you try to get your basic list. 
Many directories that were pub- 
lished before the war have not 
yet been reprinted. Where they 
have been reprinted the time lag 
between the collection of the 
facts and the publication of the 
directory means inevitable errors. 
In some cases the directory is 
eighteen months old the day it is 
published! 

Further, there are many trades 
for which really reliable lists 
existed before the war but they 
have not yet been republished. 
In some cases the information is 
still available but must be 
collated from several different 
sources. 

One important point that must 
be considered is the exact defini- 
tion of the list required, and this 
is one reason why we always try 
to arrange for a preliminary con- 
ultation with the client before 
we recommend what lists are to 
be used. 

One final word: when you've 
got your mailing list, its value to 
you is almost beyond calculation 
provided that you keep it up-to- 
date. 


HE illustration here shows a 

novel and effective mailing 
piece produced by Swan Press 
Ltd., London, for Nu-way Heat- 
ing Plants Ltd., Birmingham. 

Credit for the idea goes to 
C. V. Miller, sales manager for 
Nu-way. About six times a year 
Mr. Miller sends mailing shots 
to trade prospects. Feeling the 
need for something unusual that 
would make a talking point, he 
devised a letter that would puzzle 
recipients at first sight, and that 
would be bound to pass through 
many hands before reaching the 
buying executive. 

It is, as will be seen, a repre- 
sentation of an imaginary letter 
written by an illiterate woman to 
explain that her husband, a 
stoker, cannot come to work, and 
to express the hope that someone 
else wil] stoke the boilers for him. 
A footnote by the managing 
director suggests that» Nu-way 
automatic waterseal stokers are 
the solution of a recurrent pro- 
blem. 

No pains were spared to impart 
realism. The letter, in black ink, 
and the footnote, in light blue, 
were written by Swan Press on 
exercise book sheets, ruled both 
sides, one edge being rough-torn, 
and holes punched to suggest that 
the sheets;had been torn away 
from the binding thread. 

2,500 copies were then printed 


26 


photo-litho, and the mailing 
despatched, by Mr. Miller, to 
names on the Nu-way trade list. 
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This Piece Made A Talking Point 


NPS eee 


Reactions proved that the piece, 
as was hoped, evoked a great deal 
of favourable comment. 


RACING REVIEW ANNUAL 1952 


320 pages on art paper—35 articles—and over 100 fine action pictures 

On Sale for Christmas—price 10/6 

with the finest team of Sports writers ever brought together in one publication 
offers you 60,000 potential and more than 120,000 possible readers 


Pages are available to Advertisers in 


FOUR COLOUR AND MONOCHROME 


Closing date for copy is October Ist 
Early reservation is advisable 


DON’T BE LEFT AT THE POST! 


Robert A. Yeomans (Advertisement Manager) 


RACING REVIEW PUBLICATIONS LTD. 


32 Park Lane, London, W.1 
Telephone : Regent 7627 
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MIXED TECHNIQUES 


As display design methods evolve, techniques for telling visual stories do not always keep pace. We do not decry the value of 
old methods—we make thousands of paper photographic enlargements annually, but we advise for special effects the use of 
photographic transparencies on glass. For the Festival of Britain and the B I F this year we supplied transparencies both mono- 
chrome and in full colour for exhibition stands, which have since been listed as the most up-to-date in their respective trade 
groups. Transparencies can be made from drawings, engravings, photographs and typesettings, and we are well prepared to 
struggle with the most advanced visual mixtures specified for FLAT DISPLAY. Please telephone Gerrard 3661/2 or call at the 
Transparencies Division of The Photo Repro Co Ltd, Photo House, St. Martin’s Court (Leicester Square), WC2. Technical 
Note: Transparencies on glass range in size from 64” x 43” to 60” x 40° 
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9°6 of the readers of 


the Manchester Guardian 
in the Greater Manchester Area 


read no other morning paper 


% based on Sheffield, Leeds, Derby, Stoke, Chester, Blackburn 


From a survey by Research Services Limited 
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3 in the provinces* | 
: read no other morning paper # 
- and even in London the figure is (29-27 | 
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Cotton Workers Get A Bonus, Will Have Plenty 
To Spend In The Christmas Rush 


By DAVID PICKARD, 
of Research Services Ltd. 
Industrial awards to Lancashire cotton workers have greatly 
At the same time, a bonus is to 


be paid out during the week before Christmas, which will put 
about £10 into every pocket. 


HE preliminary census 

figures show several inter- 

esting and fairly clearly 
defined long-term population 
trends in the north west. These 
are worth examination in some 
detail if only because they throw 
light on the problems facing the 
Lancashire County Council in 
the preparatioa of their County 
Plan which appeared a few 
weeks ago. 

The census shows a population 
increase over the inter-censal 
period of only 4 per cent, or less 
than half the rate for the country 
as a whole and a sixth of the rate 
of the two regions showing the 
highest increases. 

In part this is due to natural 
causes; only two regions have 
lower birth rates than the north- 
west, only one a higher death rate. 
More important is, however, the 
fact that the region has lost 
128,000 people by migration out 
of the area; these migratory 
movements have, by contrast, 
brought the country as a whole 
a net gain of half a million 
people. 

The losses and gains in popu- 
lation have not been distributed 
evenly over the region, and the 
map shows the pattern of the 
changes diagrammatically. The 
black sections of the map repre- 
sent those administrative areas 
showing an actual loss in popula- 
tion over the period, those marked 
with diagonal lines represent areas 
showing a small or moderate in- 
crease in population, while those 
areas which have increased their 
population by 50 per cent or mor: 
are indicated by dotted portions. 

The first point to attract atten- 
tion is the movement away from 


the centre to the outskirts of the 
two major conurbations of 
Liverpoo! and Manchester, typical 
of most large centres of popula- 
tion. So far as Liverpool is con- 
cerned, the loss in population 
from the city itself, Bootle, and 
Litherland on the north side of 
the river, is partly compensated 


increased buying potential. 


by the increases in the coastal 
towns of Formby and Crosby, but 
it is inland, to the north and west 
of the town centre, that the main 


BARROW-.-IN- 
FURNESS 


LONG-TERM POPULATION CHANGES 


E==J- Gein of $0 per cent or more in population 


ESS: Gein of up to 50 per cent 
= Losses in population 


over the unter-cemse! period 


MANCHESTER 


increases have taken place. 
Huyton with Roby, developed by 
the Liverpool Council as a 
housing (state, shows an increase 
of 973 per cent. Other less spec- 
tacular but more important in- 
creases have taken place in the 
rural areas which separate 
Merseyside from the main indus- 
trial centres of south-east Lanca- 
shire, This is, however, part of a 
general trend. 


Influence Extending 
Into North Wales 


Birkenhead is the only adminis- 


trative district south of 

Mersey to show a loss, 

major increases have been shown 
by the Chester Rural District 
and by the two urban areas of 
Hoylake and Neston on the south 
side of the Wirral peninsula. 
This last development is of par- 
ticular interest, for, if the map 
were continued over the River 
Dee and into North Wales, it 
would show a similarly heavy 
increase there too. The coast of 
North Wales has been coming 
more and more under the influ- 
ence of Merseyside in recent 
years, and the four counties of 
Flint, Denbigh, Caernarvon and 
Anglesey are, with Pembrokeshire, 
the only ones in Wales to show 
population increases. In the case 
of Flint, just over the border from 
Merseyside, the increase is as 
high as 28 per cent. Merseysiders 
moving into North Wales tend 
to take with them the tastes and 
interests of the city, one of the 
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LANCASHIRE AND THE NORTH WEST Some of the so-called Rural history of these areas in the slump 
Districts are fairly highly indus- years needs no repeating, but the 


i fi ; ‘ trialised. In Whiston R.D. for continuing drift away of popula- 
most important of which is news- have been on the Cheshire side. example, lying between Liverpool tion is a major social and econ- 


paper reading habits. There is The second point of interest 4nd St. Helens, more thana quar- omic problem. It has two main 

an increasingly convincing case brought out by the map isthe fact ter of the total rateable value of | causes—poor living conditions; 

for considering Merseyside and that most of the “reception areas property in the area is assessed and working conditions and 

North Wales as one marketing have been Rural Districts. Outof as industrial. Its doubling of | wages which compare unfavour- 

area. 25 Rural Districts in the Region, population in the inter-censal ably with those in newer indus- 
So far as Manchester is con- 23 have gained in population; by period counts, nevertheless, to the __ tries further south. 

cerned the pattern is even clearer, contrast, of the 21 large County credit of the “rural” 


: areas. : ; “— 

The map shows how the older, Boroughs only eight have gained The third point emphasised by hat the ‘ew ‘County Plan fen 
central sections of the conurba- Population while 13 have re- the map is the extent to which the Lancashire must be judged. There 
tion are ringed round with a corded a loss. cotton areas have lost popula- were two major problems to be 
group of administrative areas To some extent, but not en- tion—they are in fact almost 


: , : 1 met by the planners. The first 
which have shown considerable  tirely, this move from town to defined by the black area in the wag a be the overcrowding 
increases. The heaviest of these country is a statistical illusion. north-east of Lancashire. The in the large towns and yet to 


arrest the continuing drift of 


ge Seger:nest A workers away from the vital cot- 


ton areas; the second was to carry 
aw this out without accentuating 
=a what is already one of the north- 
west’s principal social problems, 
the very considerable distances 
which often separate workers’ 
homes from their places of work. 


Re- Housing 
and Migration 


Both these represent problems 
on a considerable scale. The 
County authorities had to start 
off in the knowledge that, even 
after 20 years of the drift away 
from large towns, 12 of the 
County Boroughs and 11 other ad- 
ministrative districts were over- 
crowded by their standards; and 
to bring these places up to reason- 


able housing standards well over 
A section of the vast Trafford Park Works of Metropoliton Vickers Electric Co. Ltd. where electrical machinery of half a million people would 


every kind is in production. A considerable part of the output #¢ this factory is expo:ted. require re-housing. It is a mea- 
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“This map 
is too small” 


Although this map of Lancashire and the 


North West contains over 80 names it is on 
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by National Solus Sites. In fact there are 


over a hundred and ten in this area. In every 


town of importance in England and Wales 


~ National Solus Sites * stand alone, to carry 


your message to the eyes of the people. 


Members of the 
Solus Outdoor 
Advertising 
Association 
Ltd. 


NATIONAL SOLUS SITES LIMITED 


56/60, STRAND LONDON, W.C.2 . Telephone: TRAfalgar 4922-3-4 


DIRECTORS: T. A ALLAM (Managing Director), S. E. CARTER, P. W. FELTON, 8. H. LAWSON 


- jp . La , a5 % si i 
G Gen mees « . a | rn -_ 
’ See |. ies ) ) Sameer ; 
weer | es fF oe 
ie “ ” a ads 9 > Oe a Fe ae “~f 
ve “SE eae «ee “<a cP dirs eg a ., 7 ia =e: ee ag? 
sie eee 2 ee ae: 2 ‘ ‘ 
~ 7 Ty! ] x =e P een Se ab aad a wi ~ i ‘ 
ee oe ns a en = 
: t , , 4 ee ee got ; i 
— sett: 7. 4 og <2 ‘ a | 
> wil = f sf ‘2 i Oe 4 bela? i 
eee OO eR eed Bl 
4 & - : a » . a ein, Pa tee, : ¥, ap 7 v4 A a t .*. 3 .. + 
j ; on ont ; 2 ee he 6 , ae . 1A ; “s 25 sap \, ‘ 3 
“7 ioe 3 Ae IT 7. | ss. 
~ a ‘ - 4. > oy . - iz Pi vy ake ae 2 —- 4 Es 7; 
4 oy by Sy, , , ee pris ‘ “<p K 7 2 ges > o 7 
‘ fee mae ane ae ¢ ae ——_—i a. ey ia te, ae ‘a 
4 * a! od Kz ic - ae 7 es. > e 
1 eo gee ; Qe -* . Bre eee 
ia nee * By he Se o, » fs fe 
: - tie IF = 5 Maat ss iat ae me 
ee 
" + Bes eee 5 
e See c 
“ SSS= @fsine ) # 
ae ——— @reison Us 
i. ———— ert" ~ oy her © | 
a‘ ———— ” kourn® é e BURNLEY ile 
— SSS _ Osmaldtwistle @Baxenden [ : 
{ a SSS Derwong ” Rowtenstal” 
aa ———— sat ‘ . 
C | eee Seweeasave ae wh ow ve 
7a ———— ° ROCHOALE orinny X} 
1? 4 ————— Horwich BOLTON BURY = 
i — @ New Hey 
3 es = Rew Sorings@ @Aipul! Moor @© Heywood ; 
ee SS wican® o © e Middle? OLDHAM ¢, ve 
ie a =——— w& - . @| : 
is! See 
ss ——— — | 
F ——— 
ua == C) = f ‘% 
a: Esra es | 
ae a ae a | 
ii ee 
mS | ‘ 
ss | 
_ » 
; = v sat, 7 a 


LANCASTER GUARDIAN 


OctToser 4, 1951 


oe 


But many of the workers, in this prosperous corner of 
North-West England, do not live in the town. Thousands 
are engaged in smaller industries situated out in the rural 
areas. Wherever these people live and work the Westminster 
Press papers are there reflecting and influencing their 
daily life—and their spending. These papers reach every 
part of the area, every class of worker, and all income levels. 
There’s Bill Newton for instance, of Broughton-in-Furness, 
seen here making a basket, or a ‘swill’ as it is called in his 
trade. He has been engaged in swill making for forty 


BARROW-NET SALE 28,130 ABC) 
7 


(NET SALE 22,591 ABC) 


167-170 FLEET STREET, 
LEEDS OFFICE: 


NORTH-WESTERN EVENING MAIL 


RUSSELL CHAMBERS, MERRION STREET, LEEDS 2. (TEL : LEEDS 24998) 
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TO SWILLS 


The Westminster Press papers in the Barrow 
area are read by the people who make both of 
these. Barrow is famous for the ships she 
builds: orders for naval mine-sweepers, air- 
craft carriers, submarines, liners and oil 
tankers come regularly into her large shipyards. 
And there is also the huge Vickers-Armstrong 
heavy engineering works. 


years; there are now very few of these craftsmen left in 
his district, but Bill Newton still keeps on—and prospers 
at it. He reads his local Westminster Press paper for 
news of his community. If he breaks the record for the 
number of ‘swills’ made by one craftsman in a day, Bill 
Newton knows that his local Westminster Press paper 
will probably feature his achievement and print a photograph 
of him as well. When you put your advertisements in these 
papers you can be sure that they are read and noted by 
everybody in the whole area. 


BARROW NEWS 


(NET SALE 16,484 ABC) 


THE WESTMORLAND GAZETTE 


(KENDAL-NET 22,487 ABC) 


ERNEST LUMSDON: London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


LONDON, E.C.4. TEL: 
MANCHESTER OFFICE: 


CENTRAL 3265 


- 


MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER 2. (TEL : BLACKFRIARS 3930) 
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are planried in Autumn 


. ... and advertising, to be successful, 
needs similar forethought, care and skill. 
For 37 years this organisation has been 
handling a wide variety of advertising 
schemes. Here, in Piccadilly, at the 
heart of Industrial Lancashire, our pro- 
fessional knowledge and experience are 
available to help you. 

In the picture above, the camera, the sun, some tulips 


and Sir Robert Peel are all looking straight at our office— 
but this is purely accidental. 


<a> 


COMMERCIAL ADVERTISING SERVICE LTD. 
2, BACK PICCADILLY, MANCHESTER, 4 
Tel: BLA 6854-5 Grams: Comad 


London Office: 109, Jermyn Street, S.W.1 
Tel: WHitehall 4708 


Registered Practitioners in Advertising 


sure of the seriousness of the 
second problem that only a little 
under half of these people can 
be re-accommodated within a 
practicable distance of where 
they work. 

The original plan, published 
about 18 months ago, called for 
New Towns at Leyland, Parbold 
and Garstang. These proposals 
came under a certain amount of 
criticism, and now the New Towns 
are to be limited to one at 
Skelmersdale. The advantages of 
official designation as a “New 
Town” under the appropriate Act 
are, of course, Government sup- 
port in attracting new industries. 
Skelmersdale’s present population 
of 6,000 will, if the present plan 
is put into operation, grow over 
a period of years to 45,000. 


No Hot-House 
Methods In Leyland 


Leyland is retained as a major 
reception area in the new plan, 
but the present intention is to 
allow the town to develop natur- 
ally rather than by the hot-house 
methods used for the official New 
Towns. A certain amount of 
Government assistance—particu- 
larly in the form of special hous- 
ing grants—will however be 
needed if the proposed increase in 
population from 15,000 to not 
far short of 50,000 is to take place 
within even the 20-year period 
covered by the plan. Widnes is 
scheduled to receive 17,500 immi- 
grants, mostly from Merseyside, 
and Chorley 7,000. 

The County of Lancashire has, 
however, no building resources to 
spare for this major re-develop- 
ment, for all its existing workers 
could be absorbed in producing 
more satisfactory accommodation 
for those for whom no long 
distance move is necessary. 
Cheshire has however quite a con- 
siderable surplus building capa- 
city which could in theory be 
used. In practice though, nobody 
seems yet to have devised a satis- 
factory means of effecting large- 
scale transfers of labour from an 
under-employed to an _ over- 
employed area. 

With the single reservation 
about building resources, first im- 


pressions of these plans are that 
they are both sensible and prac- 
ticable—even if “practicable” 
only in the sense that the urgency 
of the need gives this plan a 
greater chance of fulfilment than 
most. Typical of the sensible, 
realistic approach js the planners’ 
insistence that industries for the 
new areas must be attracted there, 
not merely directed there by 
means of restrictions elsewhere. 


For all the new developments 
that are taking place, Lancashire’s 
life remains closely geared to the 
cotton industry; in fact many of 
the newer industries grew out of 
the cotton industry, and originally 
existed only to serve it. Socially, 
too, the history of the ups and 
downs of cotton have shaped the 
face of Lancashire. In these 
circumstances it is worth examin- 
ing in detail the industry's pros- 
pects for the future. 


In one major respect the posi- 
tion shows a considerable im- 
provement over that of a year 
ago. Then Lancashire millowners 
were being reduced to desperate 
straits by an acute shortage of 
raw material, arising primarily 
out of a disastrous American 
cotton harvest. The rising price 
of cotton on the world market 
stimulated American growers into 
increasing by 60 per cent the 
total acreage sown to cotton. 
This gives promise of the largest 
crop since well before the war, 
and means that the British allo- 
cation of raw American cotton 
for the four months from August 
to November this year is greater 
than for the whole of 1950. 


Prices Down, 
Wages Up 


An adequate supply of raw 
cotton should mean a handsome 
reduction in price, a movement 
which has already begun over 
the past two months. Welcome 
though such a result would be in 
Lancashire, no less welcome will 
be the opportunity of working 
with the most suitable materials 
instead of continually being 
irritated by the adjustments and 
improvisations that become 
necessary when a factory has to 
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Lancashire County Development Plan. This sketch map shows the areas desig- 
nated for industrial development. The two main “reception areas"’ for the 
overspill of population from the crowded County Boroughs are Skelmersdale and 


Leyland. The former will, it is hoped, be officially recognised as a New Town. 
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NORTH WEST 


In this populous, foremost industrial area these 
Morning, Evening, Sunday and Weekly newspapers 
of the Kemsley Group have an incomparable influence 
on buying habits. They are a dominant selling force 
meriting “‘top of schedule ’’ in every campaign. 


DAILY DISPATCH 
EVENING CHRONICLE 


(Manchester) 
NORTHERN 


DAILY TELEGRAPH 


(Blackburn) 


STOCKPORT EXPRESS 
THE MACCLESFIELD TIMES 
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And the Northern editions of the DAILY GRAPHIC 
Kemsley national newspapers, SUNDAY GRAPHIC 
printed in Manchester, enjoy wide 


circulation throughout the North THE SUNDAY TIMES 
West. SUNDAY CHRONICLE @@ 
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make do with whatever material 
happens to be available. 

But (from the mill-owners’ 
point of view if not from the 
workers’) any gains here are 
likely to be offset by increased 
wages. These were agreed early 
in August between the manufac- 
turers and both the spinning and 
the weaving sections of the indus- 
try. In December last both 
sections won an increase of 10 
per cent to date from the begin- 
ning of this year, and this has 
now been increased by another 
5 per cent which took effect on 
September 1. In addition there 
is to be a special bonus payable 
the week before Christmas equiv- 
alent to 5 per cent of earnings 
between January and August 
this year. To a worker earning 
£6 a week this bonus wil] amount 
to a little over £10. With a pay- 
roll of not far short of 320,000 
the manufacturers are going to 
have to face a bill of close on 
£4 million for the special bonus 
alone. 

The size of the labour force is 
another problem. It has been 
growing, but not spectacularly, 
and lack of workers may well 
limit any increase in production 
that extra supplies of cotton per 
mit. 

The major aes-comnpation of 
the industry during the next 
twelve months will be the prob- 
lem of how to increase exports. 
Already about two-fifths of 
Lancashire’s cloth goes overseas, 
but rearmament has thrown a 
very much greater burden of res- 
ponsibility on to the textile 
industries, and a large part of 
this burden will certainly fall on 
Lancashire, for raw wool is still 
very short. 

The prospects of an expansion 
of cotton exports are, however, 
not unpromising. Shipments for 
the first three months of this year 
were very markedly above those 
for the same period last year, 
and although this is partly due 
to the fact that delivery was 
being made of very large orders 
placed in Lancashire when the 
Korean war broke out, there is 
every hope that a high level will 
be maintained. Unofficial esti- 
mates are that by the end of the 
year a £50 million increase in 
exports of cotton goods will have 
been achieved. 


Demand Is 
Not Falling Off 


Whatever the reason, the 
demand factor in the equation is 
nevertheless promising. The 
Master Spinners Federation 
recently met the Board of Trade 
to discuss the £50 million contri- 
bution that the textile industries 
are to make direct to the arms 
drive—again the total consists 
mainly of cotton goods. It was 
later revealed that the Spinners 
had had to tell the Government 
to take about a fifth of the initial 
order overseas as it could not be 


met in this country without 


serious upset to existing commit- 
ments. 

Manpower problems are also 
harassing another of the north- 
west’s industries. The labour 
director of the north west division 
of the National Coal Board said 
recently that the situation was 
very serious; it was “going to be 
impossible for the Divisional 
Coal Board to carry on its 
activities without closing a con- 
siderable number of collieries 
unless we can get more men and 
boys.” Union leaders have casti- 
gated this as being a very pessi- 
mistic view. The solution of 
importing foreign labour is, how- 
ever, anathema to them. Lanca- 
shire industrialists, given an 


Opportunity 
For Selling 


December 21 this year is 
opportunity day in the north 
west. Opportunities for sell- 
ing will abound, because the 
cotton workers of the north 
west will have a lot of money 
to spend. On that day they 
will draw a bonus of 5 per cent 
on what they earned during 
January—Aug st. To a man 
earning only £6 a week this 
will mean over £10—and most 
earn more than that. 


accidental pre-view a few weeks 
ago of what a major power cut 
can do, are probably praying for 
a change of attitude 

The Persian imbroglio has 
brought -another of the north- 
west’s industries into the lime- 
light. There seems to be general 
agreement now that the prospect 
of not getting any more crude oil 
from Persia is nowhere near so 
alarming as the prospect of not 
having the use of the Abadan 
refinery any more. Several -large 
refineries in this country are, 
fortunately, well on the way to 
completion, and one of the most 
important of these is the vast new 
Shell refinery at Stanlow; on the 
Wirral peninsula in Cheshire, 
which, together with its twin at 
Shellhaven in Essex, will cost 
£30 million and have a combined 
capacity of over 5 million tons 
a year of precious fuel oils. 

Stanlow, originally no more 
than an oil discharging and 
storage depot, has been built up 
over the years into a complex 
network of manufacturing indus- 
tries. The development of the 
manufacture of chemicals as a 
by-product of the process of 
refining crude oil is comparatively 
recent, but since the war it has 
become of major importance. 
One of these petro-chemicals, as 
they are called, is Teepol, made 
by Shell at Stanlow, and which 
forms the basis of several types 
of domestic soapless detergents. 
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TILLOTSONS 
/ 


JOURNAL 
SERIES 


comprising: 
BOLTON JOURNAL & GUARDIAN 
FARNWORTH & WORSLEY JOURNAL 
HORWICH & WESTHOUGHTON JOURNAL 
LEIGH, TYLDESLEY & ATHERTON JOURNAL 
ECCLES & PATRICROFT JOURNAL 
SWINTON & PENDLEBURY JOURNAL 


Six ably conducted newspapers circulating in highly 
industrialised areas and each the recognised advertising 
medium for its district. One order and one block suffice 
for the series. 


ABC CERTIFIED AVERAGE WEEKLY NET SALES : 


$8,581 


TILLOTSONS NEWSPAPERS LIMITED 
MEALHOUSE LANE - - + BOLTON 


London Manager; Mr. William Sheppard 
6 Arlington Street, St. James's, S.W.1 


ADVERTISER’S WEEKLY 


ASHTON - UNDER-LYNE 


REPORTER 


GROUP OF WEEKLIES 


13 papers circulating in the rich 
industrial and — ural territory 


SOUTH EAST LANCASHIRE 

NORTH DERBYSHIRE 

NORTH CHESHIRE 

WEST RIDING OF YORKSHIRE 
— one unbroken area! 


99,430 


NET SALES A.B.C. 


Head Office: London Office: 

Market Square, C. P. R. Crane, ’ 
Ashton-under-L 44/45 Fleet St., E.C.4 
Tel. Ash 1831-2- Tel. Cen. 6820 


YOU CANNOT AFFORD 
TO MISS THESE AREAS 


CHORLEY LEYLAND 
Population. Population. 
ae h. — on Urbin District. 15,000. 
ura istrict. ’ . af i 
Adlington U.D. 4,000. | ers peepee yor + can 
Withnell U.D. 3,000. a an ee 
and still increasing! spill’’ from Wigan. 
Industries. Industries. 
Royal Ordnance Factory. Motors, Engineerin 
(Wartime payroll 27,000.) an ta. 
Textiles. Textiles. 
Spinning, Weaving, Bleaching. Bring 11,500 workers into the 
ALSO town daily. 
Rubber, Paint, Motors, En- New tank factory to employ 
gineering, Mining,’ etc. 3,000 proposed. 


YOU CAN APPROACH THEM 
THROUGH THE LOCAL PRESS 
LEYLAND GUARDIAN 


Station Brow, Leyland 
Telephone : 81003 


(A.B.C. Circulation 177y3OQ7 tune, 1950) 
London Representative: E. W. Player Ltd. 


HOW 


34 Market Street, Chorley 
Telephone : 2705 


| WARRINGTON GUARDIAN 
SERIES 


SOUTH LANCS and CHESHIRE 


<te 


101,404 


WEEKLY 


3°6d per 1,000 


London Representative 
P. MOON 

134 Fleet Street 
London 

Centra! 6329 
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30-32 Fleet Street, London, E.C.4. Tel: CENtral 2786-7-8 
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ADVERTISER'S WEEKLY 


The 
industries of 
greater 
Accrington 
include 


Howard and Bullough 
makers of Textile Machinery 
(employing 5,000 men) ; 


Calico Printers’ Assn. 
(where Grafton Fabrics are 
finished) ; 


English Electric Co., 
Riley’s Billiard Tables, 
Ewbank Carpet Sweepers, 


Chemicals 
(the basis of Dettol is made 
here). 
Domestic Washing 
Machines. 


Cotton and Rayon 

Spinning and Weaving 
(Elastoplast materials are 
made here). 


Coal Mining. 
Brick making 


Accrington bricks are 
mous throughout the 
country). 


LONDON OFFICE 


131 FLEET STREET, €.C.4 
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OLDHAM | 
EVENING 
CHRONICLE 


The only Daily Paper | 


| 


published locally 
over 41,000 per issue | 


OLDHAM 
CHRONICLE 


(WEEKLY) 


affords a complete cover- | 
age of this prosperous part | 
of Lancashire | 
e 
Head Office: 
UNION STREET, OLDHAM 
London Office: 


134, FLEET ST., €.C.4 
* Phone : CEN. 7620 
Members of A.B.C. 
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“" | LANCASHIRE AND THE NORTH WEST 


New factories provide more 


jobs for Merseysiders ... 


The whole of Merseyside is in the throes of extensive indus- 


trialisation. 


No longer is the area entirely dependant upon the 


port and its activities. On both banks of the river factories are 
springing up which are absorbing all available labour. Of the 


Manchester area no such spec- 
tacular story can be told. The 
labour shortage is such that 
new enterprises are almost en- 
tirely confined to Wythenshawe. 
Existing firms are, however, 
expanding wherever possible. 


ERSEYSIDE is enjoying 
more industrial prosperity 
than for many years, and 
certainly more than at any time 
since the end of the World War. 
The area’s original prosperity 
was built up in and around the 
docks, and it was probably 
best known for its shipping and 
commercial activity, and pre- 
eminently as the port for the 
Lancashire cotton industry. But 
manufacturing industries have 
always played an important part 
in Merseyside’s economy, and for 
some time.past efforts have been 
made to attract new industries. 

Liverpool Corporation have for 
long been in the van of local 
authorities seeking to diversify the 
industrial structure of their area, 
and have achieved a remarkable 
degree of success with their three 
flourishing industrial estates at 
Speke, Fazakerley, and Kirkby. 

Most of the 340 acres available 
for industrial development at 
Speke have been leased, and it 
was recently estimated that the 
35 firms in production were em- 
ploying 14,000 people, and that 
when all the projects there are 
completed they will employ more 
than 23,000. Some of the impor- 
tant activities on the estate are 
printing, engineering, and the 
manufacture of tyres, footwear, 
brake components, hydraulic 
equipment, paint, chemicals, 
safes, furniture, metal containers, 
and synthetic resins. Well-known 
firms located there include: 
Dunlop Rubber Co., Ltd., Lock- 
heed Hydraulic Brake Co., Ltd.. 
Evans Medical Supplies, The 
Distillers Co. (Biochemicals) Ltd., 
Milners Safe Co. (England) Ltd., 
Brown, Bibby & Gregory Ltd., 
Automatic Telephone & Electric 
Co., and Meccano Ltd. 

At Fazakerley some 14,000 
people are at present employed, 
and it is estimated that a further 
4,000 jobs will be available when 
all the firms are in full produc- 
tion. The bulk of the employment 
is in the Royal Ordnance Factory 
and in wartime factories where 
aero engines and electrical pro- 
ducts such as switchgear, re- 


From our correspondent 
on Merseyside 


frigerators, washing machines and 
television receivers, are now being 
manufactured. This estate is also 
noted as a location for model fac- 
tories for the production of food 
products including biscuits, 
mineral waters and jam. Firms 
of national repute who have re- 
cently opened plants here include 
Standard Brands Ltd. and 
Schweppes. 

Firms on Liverpool] Corpora- 
tion’s newest industrial estate at 
Kirkby already employ about 
5,000 people, and it is estimated 
that between three and four times 
that number will be employed 
when the estate is fully developed. 
Examples of the many types of 
production already carried on are: 
engineering, the manufacture of 
stationery, photographic equip- 
ment, metal goods, electric cables, 
furniture, bedding, clothing, 
leather goods and food products. 
Well-known firms here include 
John Dickinson & Co. (Northern) 
Ltd., Kodak Ltd.. Imperial 
Chemical Industries Ltd. (Metals 
Division), British Insulated Cal- 
lender’s Cables Ltd., and Symbol 
Biscuits. 

On the Cheshire side of the 
river Mersey, the Bromborough 
Port Industrial Estate in the 
Borough of Bebington has been 


Part of the Cabot Carbon Ltd. plant at 
Ellesmere Port where carbon black is 
produced. 
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developed by Lever Bros., and 
there are about thirty firms on 
this estate employing about 10,000 
people in the production of soap, 
oils, fats, acids, margarine, 
candles, cattle foods, 
sugar machinery, 
presses, machine tools, metal 
goods, electrical switchgear, 
oxygen and welding equipment. 

A rapidly expanding industrial 
area on the Cheshire side 1s 
Ellesmere Port which is to-day 
one of the leading oil refining 
centres in the United Kingdom. 
A new oil dock at present under 
construction near the entrance to 
the Manchester Ship Canal at 
Eastham is intended to provide 
discharging facilities for cargoes 
of crude petroleum required for 
refining at the Shell group's large 
new plant at Stanlow. 


Birkenhead’s 
Three New Plants 


Three new factories at Birken- 
head are engaged in the produc- 
tion of cycle accessories, metal 
closures and special waterproofed 
goods. 

Whereas in 1939 there were 
80,000 unemployed in Mersey- 
side, in July 1951 the total was 
13,600, a large number of whom 
were boys and girls just out of 
school who had not had time to 
be absorbed into industry. The 
figure of 13,600 represents 2-5 per 
cent of the working population, 


cereals, 
hydraulic 


which is the nearest percentage to 
the level of the country as a 
whole compared with any other 
peace-time year. 

There has been some reduction 
in unemployment during the last 
year, and this is attributed, as it 
is elsewhere throughout the 
country, to the impact of the re- 
armament programme. But on 
Merseyside another reason quoted 
is the marked improvement as 
compared with pre-war years in 
all the area’s economic activities 
—old as well as new. 

Post-war statistics of the trade 
of the Mersey ports have reflected 
the efforts of British industry to 
increase exports and also the 
restrictions imposed on the im- 
port of certain commodities. 
Whereas the total tonnage of 
commodities loaded in the ports 
was more than 50 per cent higher 
than in 1939, the total tonnage of 
commodities discharged was 
slightly lower. 

Merseyside’s manufacturing in- 
dustries are becoming increasingly 
important so that an ever-widen- 
ing range of employment oppor- 
tunities are being provided for 
the growing population. 

It should also be remembered 
that Merseyside is the gateway to 
north-west England, one of the 
most highly industrialised regions 
in the world, whose spending 
propensities may be judged from 
the fact that it contains more 

(Continued on page 38) 


... BUT LABOUR SHORTAGE 
HANDICAPS MANCHESTER 
° FIRMS 


By a Manchester correspondent 


NDUSTRIAL deve opment 

in the Greater Manchester 
area, where the percentage of 
unemployment is down to 0°6 
per cent as compared with the 
north west’s level of 1:0 per 
cent, is mainly taking the form 
of extensions to existing under- 
takings. 

The number of unfilled vacan- 
cies is more than the number of 
unemployed, and even Mr. 
G. S. F. Ritson. director of the 
Lancashire Development Council, 
is prone to admit that “As an 
organisation, we are nowadays 
more an insurance policy than 
anything else in the Greater Man- 
chester region. We are going 
along very prosperously and 
could be more prosperous if we 
had more labour.” 


That is the crux of the situa- 
tion in Manchester, the commer- 
cial headquarters of one of the 
most important industrial regions 
in the world: there is not enough 
labour to go round existing in- 
dustial undertakings. 


Competition for labour under- 


lines the prosperity of the district, 
one firm has been driven to adver- 
tise that they will interview pros- 
pective employees at their homes! 

Trafford Park, where 200 fac- 
tories and warehouses turn out 
almost anything from sausage 
skins to guns and penicillin, 
throbs with increasing activity, 
and has always excited attention 
as the largest industrial estate in 
the world. 


Wythenshawe Faces 
Building Difficulties 
To-day the progress of another 
industrial belt—and one restricted 
to light industries—is only being 
held back by lack of building 
licences. Twenty-one years ago 
Manchester Corporation acquired 
a site at Wythenshawe, on the 
southern outskirts of the city, for 
development as a satellite town. 
Current population is in excess 
of 50,000, and may eventually 
reach 100,000. Three industrial 
sections have been set aside for 
development at Wythenshawe, 
where clothing, furniture, electri- 
cal engineering, cutlery, biscuit 


Heads OR Tails— 


the Advertiser wins ! 


N SEASONor OUT OF SEASON. 
Press advertising in Blackpool 
shows good results. 


@ In Season (May to October) millions of 
visitors spend freeiy. 


@ Out of Season Blackpool has the fifth 
largest .permanent residential population in 
Lancashire (147,000) with everyday needs 


to meet —and 


EVENING 


p'enty for luxuries too ! 


GAZETTE 


Blackpoo! Gazette & Herald 


Do we have 


to tell you 
why ? 


Many of the leading 


retailers in this area are | 


reluctant to stock a new 
product without an 
assurance that it will be 
advertised in the 


BURY 
TIMES 
GROUP 


Net sales exceed 53,000 weekly 
Flat rate : 13/6 per s.c.i. 


Cross Street, Bury, Lanes. 


London: 80 Fleet St., E.C.4 
Central 2626 


Don’t 


“draw a BLANK” 


If your mind is a blank about 
your best method of advertising, 
discuss your ambitions with . . . 
LEE & NIGHTINGALE 
(ADVERTISING) LIMITED 


NORTH HOUSE, NORTH JOHN ST 


LIVERPOOL, 2 
who have 
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BIRKENHEAD 
NEWS GROUP 


Covers the Wirral Peninsula 


FLAT RATE 


12'- 


s.c. inch 


46,002 


A.B.C. Weekly Net Sale 


Head Office: 
62/68 CHESTER STREET 
BIRKENHEAD 


London Office : 
DAVID L. CLACKSON 
80 FLEET STREET 


Telephone ; Telephone : 
Birkenhead 1570 CENtral 2626 


For MODERN requirements 
in POSTER ADVERTISING 
Post Bury (Lancs) with 
BURY & DISTRICT POSTER ADVERTISING CO. LTD. 


For Up-to-Date Sites 
in the important Industrial Centre of Bolton 


Bolton & District 
Billposting & Advertising Co. Lid. 
Paley Street, Bolton 
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LANCASHIRE AND THE NORTH WEST 


Light Industries Help To Diversify 
Manchester’s Busy Economy 


\Manchester Corporation photo 


‘Part of the light industrial belt at Wythenshawe which is helping to d 


balance the industrial picture of the Manchester area 


and other factories are forging 
ahead in ideal surroundings. Ap- 
plications for sites have poured 
into the Town Hall during recent 
months, and in the course of 
time about 400 acres at Wythen- 
shawe will be occupied by light 
industries. Indeed, a movement 
is afoot to extend the industrial 
belt so that more and more local 
inhabitants will be absorbed in 
local industries and thus saved the 
expense and time of travelling to 
jobs in the city. 

A substantial proportion of the 
hundreds of engineering firms in 
Lancashire, employing from 20 
to 22,000 workers, is in the 
Manchester area and the rearma- 
ment drive is adding to boom 
conditions. The Manchester 
region, unlike some of the 
“typical” cotton towns in the 
hinterland, has a wide variety of 
industries, 

But there is no exciting story 
to be told of industrial develop- 
ment in the area, of new enter- 
prises creating fresh opportuni- 
ties. For the employment situa- 
tion is such that new industries 
are not likely to come in great 
numbers. 


Premises 


Grow 

Apart from hopes of steady 
development at Wythenshawe and 
elsewhere. the current trend is in 
the direction of the expansion of 
established industries. Hundreds 
of firms, when licenses become 
available, are extending thei- 
premises or making plans to do 
so. 

“Merseyside,” as one industrial- 
ist put it. “is stealing all the 
thunder when it comes to devel- 
opment. There they have the 
job of finding jobs for people; 
here our problem is to find people 
for the jobs.” 

Greater Manchester, throbbing 


we 


with activity, is by no means 
worried about its inability to 
match new developments on 
Merseyside. Its old-established 
industries, and those of more 
recent origin, have a prosperous 
story to tell 

And it will always pay to keep 


an eye on Wythenshawe, where” 


a new town is going up and where 
the light industrial belt promises 
to accentuate the problem of find- 
ing people for jobs. 


MERSEYSIDE 
(Continued from page 37) 
cinemas than any other region in 

the country. 

A final indication of Mersey- 
side’s growing industrial strength 
is the fact that four firms of in- 
ternational repute plan to build 
new factories on Merseyside—the 
English Electric Co., at Bootle; 
the Standard Motor Co., at 
Kirkby; Cadbury's at Morton-in- 
Wallasey, and Cabot Carbon, the 
well-known American firm who 
are to double the capacity of their 
existing plant for the manufac- 
ture of carbon black at Ellesmere 
Port. 

And to complete the picture, 
mention must be made of the 
work being undertaken by the 
world-renowned shipbuilding firm 
of Cammell Laird & Co., Ltd., of 
Birkenhead. At the moment they 
have about forty ships on order, 
including nineteen tankers, which 
will make an average of eight 
launches a year, and will provide 
sufficient work, without any 
further orders, for the next five 
years. In addition, the firm has 
several extensive re-conditioning 
jobs in hand. The firm’s prospects 
have never been brighter. 


| END OF SURVEY 
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And here's 
our media list, 


ADVERTISER'S WEEKLY 


Not without 

The Reader's Digest / 
It reaches 44Million people 
ata lower page rate than 
any other magazine 


= 
55 
y| 


/ 
‘ 


Over twice as many ABC class 
readers as any other monthly 
magazine— and at less page 
cost per thousand 


Over 4} million people will read—and 
read again—this month’s Reader’s 
Digest. 

And our readers are people with money to 
spend. Well over two million ABC class readers 
offer a tempting market for advertisers—and the 
Page rates are a bargain! 

Only 1/5d. per thousand readers, only 3/- for 
a thousand ABC readers! No other magazine in 
the country can reach this large, rich market at 
anything like this cost. 

The latest Hulton Readership Survey clearly 
shows both the quantity and quality of reader- 
ship offered by The Reader’s Digest. And the 
page cost per thousand is well below that of any 
other magazine of comparable coverage, in 
nearly every class and sex breakdown. 

For example, The Reader's Digest reaches 
more women, more men, more AB readers in 
total, than any other monthly magazine—and 
in every case at a far cheaper rate than any 
magazine with this readership. 


Additional research by the British Market 
Research Bureau Limited show's other facts 
about our readers. They are wealthier than the 
national average—have more cars, radios, 
household appliances. 90 per cent of them read 
The Reader's Digest at home, where such 
purchases are planned. 

They spend longer reading it (an average of 
24 hours), and pick it up more often (over 4 
times), than the readers of other magazines 
studied. 

And they don’t waste old copies! 66 per cent 
pass them on, 13 per cent keep them, only 8 per 
cent throw them away. 

If you have not received your copy of our 
“Readership Digest’—a compilation of com- 
parative readership cost tables and charts, with 
other useful data—let us know. It is a valuable 
source for quick reference. 


Write to: 


THE ADVERTISEMENT DIRECTOR, THE READER'S DIGEST 
1 ALBEMARLE STREET, LONDON, W.1. GROSVENOR 4738 


(| A 
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OF ALL MAGAZINES — 


The Reader’s 
Digest 


IS THE CHEAPEST 
FOR REACHING 


Over 4} million readers 
Over 2 million ABC readers 
Over a million AB readers 
Over 2? million men 

Over 13 million women 

Over a million ABC men 
Nearly a million ABC women 


(Based on 195! Hulton Readership Survey, at page 
rates current on Ist June, 1951) 
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EXPORT MARKETING & ADVERTISING 


Normal Survey Methods Cannot Be Used 
In Underdeveloped Areas 


By A. G. JONES, 
Director of Research, British Export Trade Research 
Organisation 
The social structtire of society in most underdeveloped territories is 
such that it is very difficult to carry out sample surveys for the 


determination of market trends. 


The nature of the difficulties is 


analysed in this extract from a paper read at the recent W.A.P.O.R. 
Conference at Tunbridge Wells 


AMPLE surveys in under- 

developed areas pose prob- 
lems of their own which are not 
normally encountered in Europe. 
These difficulties are largely 
caused by the different social 
and political structures of the 
areas. 

The greatest difficulty is en- 
countered in trying to get an 
accurate and objective answer to 
a direct question. 

Of course, the whole concept 
of an interview for survey pur- 
poses is still so alien in these 
countries that. the process is 
frequently associated with 
“Authority” and this brings into 
play various fears of victimisa- 
tion. 

Then, there is the question of 
“Face,” an infinitely varied and 
more intense manifestation of 
the snob Values we encounter in 
western countries. And there is 
the tendency, springing from an 
exaggerated courtesy or subservi- 
ence, to give the answer they 
think will please. ; 

Similar habits of thought exist 
in one form or another in many 
territories, This does not imply 
that the normal interview method 
is impossible on perfectly simple 
matters of ownership or habit, 
We have managed to produce 
results that hung together well in 
an experimental survey by 
straightforward street interviews 
on shaving habits in a Middle 
Eastern country—but only. by 
narrowing severely the range of 
information included in the in- 
quiry. In "more  seaféhing 
inquiries into opinion, miofiva- 
tion, or living standards it is 
doubtful whether this - problem 
could be side-stepped. =~ 

It must be fecognised that ‘the 
ad hoc interview has only limited 


‘Advertising and =~ 
selling problems 
in Switzerland ? 


oo ee 


supporting detail we usually need. 
This means that when the ad hoc 
interview method is used every 
possibility of verifying the data 
by observation should be em- 
ployed. For more elaborate 
studies of behaviour, consump- 
tion, living standards, motivation 
and opinion a continuing form of 
interview combined with observ- 
ation is preferable, and elaborate 
and lengthy steps must be taken 
to establish confidence and co- 
operation among those from 
whom the information is sought. 
Siffee>fhe survey concept is so 
unfamiliar, it is helpful to estab- 
lish a justification for the survey 
that is recognisable by the in- 
formants, and will, in many 
cases, be based in some way on 
the communa! interests of the 
population. To give an example 
of the type of procedure that 
may have to be considered for 
ensuting ~co-operation over a 
fairly prolonged period of study, 
in plans that we have made for 
undertaking budgetary surveys in 
an African community, we con- 
template taking advantage of 
their love of societies by enroll- 
ing those families selected for 
study in a “Survey Society” with 
some visual token of membership 
and prestige. 

Problems related to sample 
design almost invariably are due 
to lack of adequate basic inform- 


ation from which to draw ran- * 


dom samples or to stratify quota 
samples. Population censuses, 
where they exist at all, are often 
inaccurate or obsolete. They 
rarely provide more than a count 
of heads by sex with a broad 
racial or tribal breakdown. 
» Analysis by occupation or socio- 
economic strata is rarely more 
than. a@- rough approximation. 
--Even regional totals collapse 


value, particularly in eficiting the where there is a substantial 


PUBLICITAS 


element of seasonal or occupa- 
tional migration. Sampling in 
polyglot populations presents 
further problems. 

Unfamiliar problems are also 
encountered in deciding the 
sampling unit where composite 
families with a good deal of 
mutual dependence exist. In such 
communities the single dwelling 
may be quite a misleading entity 
in terms of economic or social 
independence; we may have to 
use the compound as our unit. 

Material for sample design is 
so inadequate that we can rarely 
obtain a_ truly representative 
sample of the whole population 
by random, probability, or quota 
standards. The most that can be 
hoped for is a random selection 
of small units of the population 
that by general appearances seem 
likely to be typical. We cannot, 
therefore, obtain results for whole 
populations in which it is possible 
to measure sampling error or the 
significance of variations. Nor 
can we extend the results from 
our sample to cover the whole 
population. This has tended to 


limit the area of survey to single 
towns or villages, or to separate 
studies of a number of separate 
areas exhibiting pronounced con- 
trasts. 

Of course, all this does not 
take into account one of the 
greatest practical difficulties of 
all, that of obtaining interviewers 
at all. Further, in most under- 
developed areas there are few, if 
any, indigenous people capable 
of designing and directing sample 
surveys, and no trained body of 
field workers. 

In commercial research there 
tends to be a more direct relation- 
ship between the value of inform- 
ation and the cost of obtaining 
it than with other types of 
research and few managements 
can be convinced that the scale 
of their ifterests in an under- 
developed country justifies the 
costs of a thorough survey. If 
any action is taken the researcher 
is usually compelled to resort to 
more elementary methods which 
fall short of the standards of 
sample research. 

But so great is the ignorance 
of conditions in under-developed 
markets that even these simpler 
inquiries may serve a very useful 
purpose. 


Factory-Fresh Fashions For U.S.A. 


High grade tailored garments 
arriving in the U.S. in “factory- 
fresh” condition is the object of 
a new scheme inaugurated by 
Munro & Co., Ltd. 

The garments are put on 
hangers and placed in specially 
prepared zipper bags. They are 
hung on rails in a container and 


taken to Prestwick where they are 
transferred to an air-liner which 
is also fitted out with rails for 
hanging. On arrival in New York 
they are transferred to the “Slick” 
Airlines Service who deliver them 
anywhere in the U.S. in 24 hours, 
thus ensuring that fashion gar- 
ments can be on sale 48 hours 
after leaving the factory. 


«+. is the leading and largest adver- 


tising agency with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 


3 Av. Benjamin-Constant, Lausanne 
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WANT TO 


EDEN? 


If you want to cover 
Sweden with a daily 
paper, take a look 
at these figures from 
the official Swedish 
Newspaper Statistics. In 40* of 
the 92 newspaper districts, into which 
Sweden is divided, STOCKHOLMS- 
TIDNINGEN is the most popular of the 
dailies in Stockholm. In 19** districts 
it is as popular as—but not less popular 
than—a few of the other 7 dailies of 
Stockholm. 
In other words : 
In 59 districts and of 92 no other Stock- 
holm daily beats, STOCKHOLMS- 
TIDNINGEN. Let these figures convince 
you that it is profitable to count upaqn 
¥ * The dark grey sections of the “cover”’ 
kof ** The pale grey sections. 


STOCKHOLMS-TIDNINGEN 


represented by 
JOSHUA B. POWERS LTD. 
14 Cockspur Street, $.W.!. Tel: 


WhHitehall 3305 


ADVERTISER'S WEEKLY 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 


NATAL MERCURY 
SOUTH AFRICAN WOMAN’S WEEKLY 


RAND DAILY MAIL 
SUNDAY EXPRESS 


HOME JOURNAL OF THE 
SUNDAY EXPRESS 


SUNDAY TIMES 


Seat 
Pmonnine 


NEWSPAPERS LTD 


24 Holborn, London, E.C.!. Tel. HOLborn 4144 


- 
Cover South Africa with... 


in Dutch means 63 
63% of the long term subscribers* 


deNolLckrant 


(the largest Dutch morning paper) 


fall within the age-group of 30-45, the most productive 
age-groups of high earning capacity. 


Circulation 170.000, of which 95% is 
delivered to homes every morning 
before breakfast; 5% sold on the 
streets and at the stations. 


Representatives for the United Kingdom: Will Kitchen Jr., 
131 Fleet Street, London, E.C.4. Tel.: CEN 1960, 3133, 3754. 


NORWAY'S FOREMOST 


ADVERTISING MEDIUM 


Aftenposten enjoys an impregnable position 
among Norwegian newspapers, excelling in 
circulation as well as in volume of adver- 
tisement matter. 


The signal success of the paper is amply 


demonstrated by the pre-war and post-war 
circulation figures: 


Ordinary Saturday 
Morning Morning Bvening 
Edition Edition Edition 
wae 89,525 112,967 4018 
1960 136,640 152,712 116,233 


In other capitals it is frequently the case 
that two or more papers compete for ascen- 
dancy. In Oslo Aftenposten is unrivalled, no 
competitor seriously challenging its position. 


Afienpofien 


Oslo — Norway 


Advertising representatives: Joshua B. Powers Ltd. 
14 Cockspur St, London S.W1 Tel: Whitehall 3905/6 
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. times 


14 COCKSPUR 
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IN DENMARK — 


HJEMMET takes you home 


of a million 


Se ee -_-—_—-—  —_— = 


HJEMMET penmark’s teADING WEEKLY 
He Avsiced net sale uly — December, 1950 : 287,357) 
Exclusively represented in Great Britain by 


JOSHUA B. POWERS LTD. 


STREET, S.W.t 


Tel: WHicehall 3366 


| October 6-21. 


AHLEN & AKERLUNDS FORLAG 


Ss ANG 
guenetiws §=| COVER SWEDEN 
oa THROUGH 
coms Ae A 
‘DAMER NA SE - In Sweden A & A magazines have 
VABT T RLDER a combined net sale of 1,711,827 
weir Vhs “\ | copiés—78% of the total number 
VECKO, by nRLD of homes (2,174,379). 
] renee NHS LONDON OFFICE 
A eee ee 
e eee 8st ws bs 
-* POINT OF SALE DISPLAY 
Seep bn the chert og ° ACETATE 
We ‘may bo forgiven for | FLUORESCENT MATERIAL 
pgs seh we Fabricated and printed to 
have been ithe |.. 7° design. Ample supplies 
industry for over years _ Enquiries‘and quotations from 
e le GETA- PLASTICS LTD. 
riest SYS | ss :2 teton seen, 1 
COMMERCIAL neAs ROAD, proc ph nl 


Clerkenwell 5256 - 8565 


EXPORT MARKETING 


Survey Shows Japan’s 
Industry Has Recovered 


Latest developments affecting market conditions and adver- 

tising facilities overseas are featured in this selection from 

reports sent}to the British Export Trade Advertising 
Corporation from its associates abroad. 


EUROPE 

Belgium: A number of trade 
fairs are announced for the 
immediate future. In Brussels, 
the 22nd Food and Housekeeping 
Exhibition will take place from 
During the same 
period, the 4th Packaging Exhibi- 
tion and the Colonial Fair will 
also be taking place. The 17th 
Fashion Exhibition is to be held 
from October 11-23. 

* * . 


Sélection du Reader's Digest 1s 
to increase its advertising rates 
from 11,000 to 13,000 francs per 


(Publicontrol, Bruxelles) 
* . . 


Western : New statis- 
tics, just published, show that 
the total number of papers in the 
American zone is 487, which is 
20 Jess than the figure six months 
ago. The total circulation has 
also gone down during the same 
period from 5,141,042 to 
4,971,196. Average advertising 
rate for the 1 mm. x 46 mm. line 
is -33 DM. 

In the British zone, the present 
number of newspapers is 437 
(against 517 six months ago) with 
a total circulation of 5,581,357 
(against 6,073,032 six months 
ago). The average advertising rate 
is -48 DM per line. 

In the French zone, there are 
200 newspapers, with a total cir- 
culation of 1,355,653 (against 
1,483,830 six months ago). Aver- 
age advertising rate is -43 DM. 

In the Western sector of Berlin. 
there are 22 newspapers, with a 
total circulation of 788,781 
(950,787 six months ago). 

This gives a total for the West 
German Republic, with Berlin, of 
1,246 newspapers, with a total 
circulation of 12,696,997. 

The total population of the 
West German Republic, including 
West Berlin, is 49,700,317 

* * * 


Five main radio stations (out 
of seven) now accept radio ad- 
vertising.. These. and their sixteen 
secondary stations serve 4,434,964 
registered listeners. Two of the 
stations have a capacity of 100 
KW. one of 70 KW. one of 50 
KW. and one of 40 KW. 

Main radio station accepting 
advertising is Radio Munich 
(Bayerischer Werbefunk), with 


two main and six local stations 
serving 1,724,354 listeners. 

Next in importance comes 
Siidwestfunk (Radio Koblenz), 
with six local stations serving 
980,610 listeners. Advertising pro- 
grammes are broadcast from 11- 
11.30 and 6.30-7 p.m. 

Other important stations are 
Radio Stuttgart (Siiddeutscher 
Rundfunk), with 800,000 listeners, 
and Rias Berlin, with 780,000 
listeners, All these stations are in 
the American zone. The main 
station in the British zone, Nord- 
westdeutscher Rundfunk, does 
not take advertising. Indications 
are that radio advertising has 
come to stay in Germany and is 
only at the beginning of its devel- 
opment on American lines. 

(Carl Gabler, G.m.b.H.) 
* * * 


Holland: The Enschede trade 
fair was visited by over 300,000 
visitors, and was pronounced a 
great success. Nearly all indus- 
tries, as well as agriculture and 
stock-breeding, were represented. 
The — Fair, in _ swing at 
the time of writing, a 
to have satisfactory _ 

~ * * 

A general survey undertaken by 
Cebuco, the organ of the daily 
Press of the Netherlands, has just 
been published. Among the 
interesting facts brought to light 
by this publication are 
following: 

In 1950 the number of Dutch 
families was 2,681,000, and 
the total population 10 million. 
The number -j paying sub- 
a 


At present Holland has 


dailies was 


approximately 200,000 motor 
bicycles, 150,000 motor cars, 
85,000 trucks, 500,000  tele- 
phones, 1,500,000 radios, and 
475,000 _radio-telephone sub- 
scribers. 

* * * 


Switzerland: The Fédération 
Romande de Publicité (French- 
Swiss Advertising Federation) is 
organising an Advertising Day, 
to take place in Lausanne on 


October 26. Its~ theme will be 
“Art and Advertising: Love 
Match or Business Arrange- 


ment?”. This is the sixth Adver- 
tising Day, and those taking part 
will include the French artist M. 
Villemot, the advertising consult- 
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PERFECTION in design and 


performance 


; ata AE ROG RAPH 
LOWER Ee , 24 


| known the world over as} 
a Symbol of QUALITY for 50 years 


= 


‘TYPE nsi 
AIRBRUSH 


Ask your dealer for full details or write tox 


THE AEROGRAPH CO.LTD. tower Syvennam, 


Lonpon, S.E.26. wo ar @/AMiNGHAM - BRISTOL - GLASGOW - MANONESTER | 


DAIMLER + AUSTIN - ROVER « ALTA « ALLARD + JENSEN 


* ASTON MARTIN + LEA-FRANCIS +» STANDARD «+ 
O'W+ YSLSSHONY1* HSVYN-UaZVUd * HYNOVE - 


‘THE WORLD'S MASTER TYRE 


+ ARMSTRONG: SIDDELEY + MORRIS « H.R.G 
SIATV + LO@IVL-WYV3ENNS - YAEWNH + 


MORGAN + RILEY * WOLSELEY * TRIUMPH + HILLMAN 
ay 


Reach Industry’s 
Responsible EXECUTIVES 


A NEW editorial policy—more incisive, more compre- 
hensive—now brings an unparalled news service to ALL 
executives concerned with higher output and ter 
efficiency through BETTER’) MANAGEM OF 
MEN AND MACHINES. 

Every month, proved plans for ‘increased personnel 
efficiency, and crisp factual reports on new time and 
labour-saving machines, appear in this journal, now 
winning a rapidly-growing number of NEW top execu- 
tive subscribers to its already extensive readership. 
ADVERTISERS in this, the best-in’ormed British tech- 
nical Journal on production published to-day, and far 
the most effective advertisement medium, continue to 
enjoy the old, favourable Rates . . . 

MAKE SURE NOW that it is meluded in your 1951-2 
publicity programme. 


Rate Cards, specimen copy and full 
details gladly, on request. 


* 
Through ... 


PERSONNEL 
MANAGEMENT 


WELFARE AND 

INDUSTRIAL EQUIPMENT 

The Journal devoted to increasing Production 

through Better Management of Men and Machines 

180+ FLEET STREET - LONDON: €.C.4 
7 Telephone : CHAncery 8844 
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CAMBRIDGESHIRE TIMES 


GROUP 


65,123 


* 
TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 


July—Dec. 1950 


Coples 
A.B.C. Figures 


Weekly 


London Representative : 
MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


157 FARRINGDON RD. LONDON E.C.j.JTelephone Terminus 269! (4 lines) 
Rathbone 24! 


A live readable technical 
journal with articles of 
real technical value 


: Mechanical World 


,AND-<ENCINEERING RECORD 


READ BY KEEN INFLUENTIAL 
» MEN IN A PROSPEROUS MARKET 


i hy - A 4" LTO. Ly BEDFORD STREET LONDON Wy 
_ MARNICHESTER KING STREET WEST MANCHESTER as 


med 


Design, Copywriting, Print, Display & Photography 


* 
DESIGN FOR SELLING 
* 


Please contact Group Director, W. Warner 
ASTRAL ARTS GROUP LIMITED and Associated Companies 
* 


245 VAUXHALL BRIDGE ROAD, S.W.1 ViCtoria 5303 (6 lines) 


DISPLAYS 
STUDIO LTD| 
EALING 3362 | 


PADDINGTON 
ADVERTISING 


- COMPANY 


. —- 


sone “= 
37 SPRING STREET Ww. 2. 


Betac Bulletin—continued. 


ant H. Hourez of Brussels, while 
the noted Swiss writer J.-E 
Ohable will voice the opinion of 
the public at large. It is hoped 
that a British or American adver- 
tising man will also speak. 

* ~ ~ 

The death is announced of 
Professor Paul Reiwald, Reader 
in the Psychology of Advertising 
at Geneva University. He had 
published a number of books on 
the subjects of advertising and 
psychology. He was 56. 

(Publicitas, Lausanne) 
* * * 

Switzerland’s exports continue 
to show a steady rise after a 
slight temporary fall in 1950, 
reaching 142 per cent of the pre- 
war volume. Imports have risen 
to 147 per cent of the pre-war 
volume in 1950. The largest 
suppliers last year were the 
U.S.A. (14 per cent of the total 
imports), France (12 per cent), 
Germany (11 per cent), while 
Britain supplied 8 per cent of the 
total imports. Before the war, 
Germany was the largest supplier 
(22 per cent in 1937) followed by 
France, the U.S. Italy and 
Britain. Germany is now making 
headway again. 

~ > * 

Britain’s exports to Switzerland, 
apart from a temporary recession 
in 1949, have shown an upward 
trend in recent years. The figures 
are  £3,474,000_ in 1938; 
£20,609,000 in 1948; £19,337,000 
in 1949; and £29,161,000 in 1950. 

- ~ * 

The increase of British exports 

to Switzerland is attributed partly 
tO an energetic e.:port drive 
backed by consistent advertising. 
partly to a temporary absence of 
German competition immediately 
after the war. Switzerland is now 
a member of the European Pay- 
ments Union. and is thus auto- 
matically entitled to benefit from 
any trade liberalisation measures 
Britain may take. As these do 
not include certain important 
Swiss exports such as watches, 
which remain subject to quantita- 
tive restrictions, Switzerland has 
subjected a large proportion of 
consumer goods, including textiles 
and motor cars, to quota restric- 
tions. 
British goods still enjoy a con- 
siderable measure of goodwill and 
an excellent reputation, but ob- 
servers point aut that more force- 
ful advertising and a closer study 
of Swiss tastes are necessary to 
imovrove the situation still further. 
= * * 


ASIA 


Japan: The Economic Survev 
of Japan, 1950-1951 just published 
reveals the _ remarkable strides 
made in the industrial rehabilita- 
tion of the country since the 
stabilisation of currency in 1949. 


Stimulated by the requirements 
of the Korean war, sharp ad- 


EXPORT MARKFTING 


vances have been recorded in 
practically all industrial fields, 
headed by the machinery group, 
including the railway equipment 
and motor industries, followed by 
textiles. 

Taking the 1934-36 period as a 
basis, the total value of Japanese 
exports had risen by 159 per cent 
in March 1951 and by another 
15 per cent in May. In volume, 
however, the total was then still 
only 37-9 per cent of the pre- 
war quantity. 

In the textile group, the export 
value was 161-9 per cent of the 
pre-war basis, but, as the unit- 
price index has risen at the same 
time to 435, the actually export 
volume is still only 37:2 per cent 
of the pre-war quantity. This 
would seem to dispose of some of 
the fears expressed in Lancashire 
at the signature of the treaty, all 
the more as the rise in prices has 
been even more mar! in Japan 
than in Britain. 

Even those Japanese industries 
that most closely approximate 
pre-war export achievements have 
not as yet reached that goal; the 
figures are 88-1 for ceramics, 86-8 
for ore and metals, 51-8 for 
machinery. 

As a market for British manu- 
factured goods (as distinct from 
raw materials provided by the 
Empire), Japan cannot be said to 
offer very promising prospects for 
the immediate future. Though 
there is a critical dearth of 
capital equipment, notably in the 
fields of electricity and transport, 
British exports to Japan in those 
fields—even if home requirements 
did not make them very difficult 
—would meet with fierce 
can competition. 

* * * 


AMERICA 

U.S.A.: The main item of news 
in the American advertising 
world is that advertising agencies, 
which were previously declared to 
be under price control, have now 
been declared exempt from it. 

Among the materials on which 
controls have been imposed by 
the authorities are copper and 
zinc for printing plates. While 
this may not greatly reduce the 
volume of material available for 
individual agencies or accounts, 
it is certain to cause more expen- 
sive detail work. 

(Edward W. Robotham Inc.‘ 
* * o 


Cuba: The trade 
signed on August 10, 1951, 
between the United Kingdom 
and Cuba is beginning to show 
signs of favourable results for 
British exporters. Many of them 
have already availed themselves 
of the concession, which took 
effect on September 9, 1951. 
These concessions include a large 
variety of san eae such 
as earthenware, cut engineer- 
ing products, and capital goods 
such as machinery. 
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Record Exhibition Secaiden 
Is Promised 


The exhibition season is getting under way and record 
attendances are anticipated for — for the coming 


months. News is now coming in 


plans being made to 


attract the crowds—or trade buyers. 


Current shows are doing well: 

Shoe and Leather Fair 
(Olympia, October 1—5): This 
year’s Fair—the 42nd annual— 
is strictly a trade show, the 
public not being admitted. Some 
400 firms are represented, 
more than in any year since 1938. 
Stands will occupy 100,000 square 
feet, and the organisers say ¢ 
could have let half as muc 
again. The Fair “demon- 
strates the shape of things to 
come.” Home and overseas in- 
quirers have reached a_ record 
level and 40,000 world buyers are 
expected to attend. Festival 
atmosphere is reflected in an 
1851 Pavilion showing the trade’s 
progress in 100 years. 

Fashion in Footwear (Royal 
Albert Hall, October 1-5): 
Visitors from all over the world 
have come to this exhibition to 
study the latest creations in 
footwear in this country. Organ- 
ised by Footwear magazine it 
was opened by Lady Shawcross. 

Preparations to cope with 
biggest-ever crowds are being 
made by the organisers of these 
exhibitions: 

British Industries Fair (May 5- 
15): A new feature of the printing 


machinery section will be a com- 
posite exhibit of printing inks 
organised by the British Printing 
Ink Association. A world-wide 
publicity campaign is to be 
launched to introduce this fea- 
ture. Some 30 firms have already 
applied for 20,000 square feet of 
stand space in the Printing 
Machinery Section. 

Crystal Cat Show (Olympia, 
October 12-13): This will be the 
largest cat show ever held any- 
where in the world. An inter- 
national photographic competition 
will be included. 

National Exhibition of Cage 
Birds and Aquaria (Olympia, 
December 6, 7, 8). This eighth 
annual event, at which will be 
displayed well over 6,000 of the 
world’s finest and most beautiful 
cage and aviary birds—as well as 
a magnificent showing of cold 
water and tropical fish—will be 
the largest of its kind in the 
world. At least two competitions 
are being held in conjunction 
with the exhibition—a model- 
making contest and a _ photo- 
graphic competition. There are 
500,000 keepers of pet birds and 
ornamental! fish in Britain, say 
the organisers. 


AMERICANS ADVISE: ‘SPEND MORE’ 


The Tourism Survey Group of 
American specialists which 
studied Irish tourist facilities 
under a Marshall Plan technical 
assistance project has reported 
that expenditure on advertising 
Ireland is quite inadequate, and 
considered in relation to the 
annual tourist revenue the annual 
outlay on all forms of promotion 
is “fantastically low.” 

The group, which was headed 
by Robert K. Christenberry, of 

ew York, advocates the merging 
of the Irish Tourist Board and the 
Irish Tourist Association with a 

rd of directors representing 
various fields of endeavour. These 
would include an expert on pub- 
lic relations and publicity, and 
another on advertising and pro- 
motion, 

This year there has been a 
sharp advance in the expenditure 
on newspaper and magazine ad- 
vertising outside Ireland. The 
American report, however, sug- 
gests that a minimum appropria- 
tion-for promotional work in‘ the 
U.S..on behalf of the Irish tourist 
industry would be 200,000 dollars 
in the first year, this allocation 
being scaled up in _ succeeding 
years. 

Criticism was also made of the 
folders and other tourist litera- 
ture sent to America as not being 
able to compete with the 
brochures of other countries. 


Menu Booklet To 
Sell ‘Guardian’ 


Among a number of letters 
published recently in the Man- 
chester Guardian during the 
course of a controversy on the 
English housewife and cooking 
was one from an Austrian now 
living in this country, Mrs. Margit 
Hayek of Retford. She offered to 
supply a week's specimen menus 
to any readers who might be 
interested. 

Within 48 hours she had re- 
ceived over 760 replies. Letters 
continued to pour in from all 
over the British Isles. 

The sequel was the despatch 
from Manchester of an initial 
batch of 1,000 eight-page booklets 
containing a selection of Mrs. 
Hayek’s menus by the Manchester 
Guardian research and promotion 
department. 


They Helped NABS 

Goods for auction for NABS at 
the Two Freds cricket match were 
ven, among others, by M. Craps 
Sons (Crayson Coat), Phosferine 
Products Conway Stewart, 
or, H. Bronnley & Co., 

ding & Co., Raphael 


he . rint, 
Dubarry Perfumery Ltd., W. Cha 
pall (Bligh) A. M. Frankland 
& Webb). 


LEARNING ALL THE TIME .. . 
It ts hardly possible for one organisation to 
-meet every printing need and we suggest that 
specialisation brings perfection and most faithful 
reproduction. Here at Charles and Read we 
know a lot about photo-litho-offset, not all, 
mark you, for we are the first to admit that we 
are learning all the time. We study photo-litho- 
offset and if a job is suitable for reproduction 
by this process we can do it and do it well. 


CHARLES 

& READ 

LIMITED 
Printers by photo-litho-offset 


‘ 


@7 GHANGERY LANE, LONDON. W.O.a. 


PHONE HOLBORN 2882 
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ADVERTISER'S WEEKLY 


John E. Harrison 


S told at the Remington Rand 

conference luncheon by 
John E. Harrison, joint manag- 
ing director, G. Street & Co., Ltd. 
the story of the origin of that 
agency has a real touch of 
romance about it. 

It appears that in 1814, two 
brothers named Street founded a 
book-selling business in _ Serle 
Street behind the Law Courts. 
Book-selling business being slow, 
they had the bright idea of starting 
a renting service for The Times 
(which cost 74d. per copy—no small 
sum in those days). This service 
enabled one to hire a copy for an 
hour—at a rental that diminished as 
the day progressed. 

At- that time, local sea captains 


Mainly Personal— 


used to frequent the Seven Stars 
public house near the Law Courts 
in the hope of picking up passengers 
and freight. Small ads. to publicise 
their wants proved so successful that 
one of the Street brothers was later 
asked to become first advertisement 
manager of The Times. The value 
of this sort of publicity ‘was quickly 
realised, and ‘the nucleus of the 
Street agency came into being. 

Harrison read out an amusing ad- 
vertisement from Bradshaw Railway 
Guide of 1847. It.was for an “‘idro- 
tobolic”’ hat. “The invention consists 
of a valve, which is placed in the 
crown of the hat, giving free exit to 

t and perspiration, and of a 
grooved apparatus forming a series 
of small channels in the back part 
of the leather lining, by wh'ch air is 

admitted.” 

The valve could be opened or 
closed by the wearer. One advantage 
claimed was comfort for all “who 
are in the habit of taking violent 
exercise” (apparently with their 
hats on!) 

a * * 
WHO IS the _longest-subscribing 
member of the Publicity Club of 
London? H. J. Moores, of Argus 
South African Newspapers Ltd., 
wonders if he is. He has paid his 
subscription continuously for 31 
years. Can any other member beat 
this remarkable record? 

. + & 
STILL TRYING to re-adapt him- 
self to a pace more suited to the 


trong... 


Pressure proofed by patented process 
and tested at every stage. 
leads go into Venus Drawing Pencils 


MOOTH... 


A patented colloidal process removes 
all grit and impurities—they must 
be smooth 


CCURATE... 


Only proven 


Accurate through and through—graded 
and tested by experts, Venus Drawing 
Pencils make the right mark every time 


THE PENCIL WITH 
THE CRACKLE FINISH 


ENUS 
Perfect PENCILS 


THE VENUS PENCIL CO. LIMITED, LOWER CLAPTON ROAD. LONDON, £5 


British mode of living is_ Eric 
Garrott (art director with Grant 
Advertising), who has _ recently 
returned from a three months’ visit 
to the States. There he circulated 
between Grant's New York, Chicago 
and Washington offices, working on 
various accounts, and was deepl 
impressed by the American = 
man’s approach to work. If a 
sticky problem was to be tackled or 
a job of work to be done there was 
no holding back. 

Garrott names TV as the biggest 
selling influence in the States at the 
moment. It has made deep inroads 
into radio. “TV can and does create 
a demand the very next day,” he 
told me. “People don’t seem to 
tire of the programme or the plugs 
as they do with radio. In radio there 
becomes a phase where your mind 
automatical y turns away from the 
plug.” 

Advertising is encouraged—not 
restricted. There is no space short- 
age, and outdoor advertising is 
going ahead in leaps and bounds. 
One of the latest devices is what is 
known as “black light” display. At 
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All about the “‘idro- 
tobolic” hat: London 
Club’s oldest mem- 
ber?”: Garrctt, back 
from U.S., reports on 
T.V. ads. and “black 
light” display: What 
Anstice Brown saw 
in Switzerland. 


By CONTACT 


encouraged and that one of the 
places the party visited was the 
ancient Castle of Gérolles, centre 


of the Swiss vineyards! mag- 
nificent Nestlé laboratories was 
also visited. 


At the dinner in the luxurious 
Rive-Reine Hotel at the Tour de 
Peitze, a number of distinguished 
speakers included the _ 
Minister to Switzerland and 
Swiss Minister to Britain. Nadging 
from the reports in the Swiss 
papers, Anstice Brown's own speech 
was a pretty good performance also. 


Off on the first leg of a 20,000-mile trip through the African jungle, selling 


shoes, is Colin Richards. 


His Bata “shoe shop on wheels,” first of many, 


carries big stocks of shoes, portable awnings and shoe fitting furniture, 
shoe-shine parlour, cinema, public address system, and wire recording 
apparatus to provide talks in any local dialect. 
office, cooking facilities—and hydrogen inflator for 
taken as give-aways. 


Also sleeping quarters, 
Ai of a7. 


night the advertisement is floodlit. 
During daylight the floodlighting is 
switched off and, through the use 
of a luminous paint, an —_s dif- 
ferent colour scheme is revealed 

The exceedingly popular “Super 
Marts”—the self-service stores—are 
revolutionising packaging and, to-a 
certain extent, consumer advertising. 
Emphasis in pack design now is on 
colour. 


* * * 


MUCH impressed with the layout 
of the Lausanne Fair and the 
quality and variety of the exhibits 
is C. Anstice Brown, director, Insti- 
tute of Incorporated Practitioners in 
Advertising. He has just returned 
from Lausanne where, with a num- 
ber of notable representatives of 
British trade and allied interests, 
headed by Sir Frank Nixon, presi- 
dent, London Chamber of Com- 
the guest of the 


He assures me that his apprecia- 
tion is not due to the fact that at 
the Fair the tasting of wines was 


“IN MANY apne agencies. 
‘copy’ is the grey panel that comes 
between the name block and the 
illustration.” —F. Mackenzie 
(of W. S. Crawford Ltd.) in a = 
to the British Direct Mail Adver- 

tising Association. 


~ 


being opposed by my 
client. he I to 
offer to handle cam- 
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ADVERTISER'S WEEKLY 


_ provides yet another golden opportunity to adver- 
A tisers oF agricultural and horticultural capital 
' equipment who would reach The LEADERS of this 
| great industry—those who farm 300 acres and more. 
© It is to these leaders that “Sport & Country” 
' makes its unique appeal—for they have the CAPITAL 
| and the experience to exploit the full potentialities of 
} the modern and scientific farming methods por- 
i - ~: trayed in ‘Sport & Country.” 
: <a & vs If you.are in this business, make it YOUR business to 
see that your advertising plans include ‘‘Sport & 
cou RY Country ” and, of course, the special 
_ SMITHFIELD SHOW NUMBER 


1 


GRAHAME E. BISHOP, Advertisement Manager, Ingram House, 195-198 Strand, London, W.C.2. MANCHESTER OFFICE: 55 Market St. Tel, Blackfriars 4109. _ : 
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Photographic realism and colourful screen 
printing add to the effectiveness of this 
striking display for Weston-super-Mare. 
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CURRENT ADVERTISING 


W. H. Smith’s Say It In Verse 


Gilbertian-style verse and five- 
colour humorous poster drawings 
mounted on a silk-screen red back- 
ground are used in W. H. Smith and 
Son’s new underground train ad- 
vertisements which appear this week. 

Six different verses are being 
used, each ending with the words 
“Remember where to stop.” Each 
advertisement refers to a famous 
incident in the lives of former 
English monarchs from Alfred to 
Elizabeth, with allusions to present- 
day life. 

Themes, layout style and produc- 
tion of the series are the work of 

. H. Smith and Son's publicity 
department. Drawings are by G. 
Herbert. Verse is by Leonard 
Taylor, author of two books of 
poems, formerly editor of the Air 
Training Corps Gazette and now 
editor of W. H. Smith's business 
training magazine, Talking Shop. 

* * * 
ACCOUNTS MOVING 


Grant Advertising Ltd. have been 
appointed agents for Hussmann 
(British) Refrigeration Ltd. as from 
November. Trade Press will be 
used. 


* * ~ * 
Trowbridge, Pritchard & Co., 
Ltd., have taken over the advertis- 
ing of Tenaplas (Sales) Ltd. Adver- 
tising will be corfined to direct 
mail and trade publications. 
cS * * 


A. H. Knowles Ltd. have been 
eee agents for Penguin table 
cloths, a product of Amson Tex- 
tiles Ltd. 

* * 7 


Smiths’ Advertising Ltd. have 
been appointed for Harker, Stagg 
Ltd., ethical medical products. 
Medical and nursing papers will be 
used. 

* * * 

Lambe & Robinson Ltd. have 
been appointed to handle the ad- 
vertising of Batger & Co. Lid., 
from January 1. Marketing and 
advertising plans for Silmos Lollies 
and Barlies, John Peel Marmalade 
and Chinese Figs, are in course of 
preparation. 

* * * 
NEW ACCOUNTS 


The Council of Ironfoundry 
Associations have appointed Tib- 
benham Publicity Ltd. to produce 
a popular version of their produc- 
tivity team’s report. This agency has 
also been appointed for David 
Robinson Ltd. and associated com- 
panies and a comprehensive scheme 
is planned for their provincial radio 
and television shops as well as their 
motor department. 

* * * 
Smiths’ Adver- 


New clients for 
tising Ltd. include Gold Medal 
Serge Co., Ltd. (national dailies 
and Sundays and women’s fashion 
papers), and Van Gemeren & Co. 
(national dailies and Sundays and 
gardening papers). 


One of the new humorous advertise- 

ments for W. H. Smith & Son Ltd., 

now appearing on the London 
Underground. 


NEW CAMPAIGNS 


An extensive campaign for 
Tokalon products will start this 
month. Papers being used will 
include Daily Express, Daily 
Graphic, Daily Herald, Daily Mail, 
Daily Mirror, People. Reynolds 
News, Sunday Pictoriel, a wide 
range of provincial pipers, film 
magazines and wornen’s and teen-age 
journals. The campaign will con- 
tinue through the winter months. 
Clifford Bloxham Partners Ltd. 
are the agents. 

* * * 

An autumn campaign for Winds- 
moor Ltd., covering a period up to 
December 1, has begun using Daily 
Telegraph, Daily Express, Daily 
Mail, Evening Standard, Sunday 
Express, Observer, and provincial 
evenings in the north, midlands and 
south-west. A new tube card series 
is scheduled to begin on December 
.. Greenly’s Ltd. handle the 
account, 

* ~* * 


Tieing in with the Vogue Export 
Book special Australian issue next 
January, whole pages have been 
booked by Scott-Turnmer & Associ- 
ates Ltd. for Alligator Rainwear 
(Export) Ltd. and French Silhou- 
ettes Ltd. (Bourdelin Fabrics), 

* ” * 

Seager Evans’s Christmas cam- 
paign for egg flip and gin will be 
on a larger scale than last year. 
National Press will be used, cul- 
minating in half-pages consisting 
of a composite advertisement for 


all Seager’s pular products. 
Colour will be featured in general 
interest magazines. In support of 
the Press campaign a striking new 
16-sheet poster for gin is now going 
out on 115 London Underground 
sites. Permanent display units with 
slipovers, egg flip shelf cards and 
“crownies,” and rum and sher 
showcards are being issued to all 
Seager outlets. Lambe & Robinson 
Ltd. are the agents. 
* * ” 

Plans for advertising next year 
are now being completed by Brid- 
lington Council. Adv 
Ltd. (Leicester) have again been 
appointed to handle the account. 

* ~ * 

A Civil Defence er campaign 
will be launched after the General 
Election. Saward, Baker & Co., 
Ltd. handle the C.D. outdoor pub- 
licity. “ . 


L. & C. Hardtntuth (Great 
Britain) Ltd., manufacturers of 
Ko-I-Noor pencils and other 
stationery requisites, are renewing 
for a period of twelve months in 
the stationery trade Press. Agents: 
T. B. Browne Ltd. 

* bd * 

Philips Electrical Ltd. are extend- 
ing their poster campaign in 
London Underground, with a 16- 
sheet outdoor poster campaign in 
the provinces. Slogan of the poster 
is “Philips Lamps Makes Homes 
Brighter” and the design, in black 
and yellow, is similar to the “cat” 

ter which has been on the 

nderground. The Press campaign 
this year covers the electrical and 
photographic trade. Also being 
sed are farming and _ industrial 
ret Agents are Erwin Wasey 
& Co., Ltd. 
~ * * 

A campaign has started in 
selected nationals and trade Press 
for Stephens Ltd., featuring their 
new “radiant blu: ink. London 
Exchange Ltd. are handling 
the scheme. 

* . * 

C. J. Lytle (Advertising) Ltd. are 
ee | a new campaign for Hot- 
point ‘lectric Appliances for 
nationals and leading women’s 
periodicals for 1952. 


This is a new Tokalon advertise- 
ment by Clifford Bloxham and 
Partners Ltd. 


“competition for readers. 
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®@ Continued from page 6 
PRESS PLANS AND 


PROSPECTS 
The October 17 issue of Punch 
will have a cover in full colour and 
nine pages devoted to the interests 
and — Yoee # ancients, 


Sunday Graphic has commis- 
sioned an investigation into the 
country’s broken and maladjusted 
homes a is to run a series 

articles by Dr. Robert Shields, con- 
sultant to the London Marriage 


Guidance Council. 
- *” 


* 
Twelve Defiant TV sets are being 
offered by Reynolds News in a 
Entrants 
have to place in correct order the 
type of entertainment which they 
think make the best television pro- 
gramme. 
. * 


The Northern group of weekly 
newspapers of which S. Morley 
Tonkin is chairman of directors are 
now all down to folio size and all 
are being set and printed at one 
centre—the Telegraph works at 
Urmston, near Manchester. y 
ee the Warrington Examine, 


the Irlam and Cadishead Telegraph. 
The Warrington Examiner went 
over last week for setting for the 
first time. Plans for extensions to 
the Urmston works have 
approved. 

” * * 


Guided by the success of the 1851 
special number of Bandwagon pup- 
lished some weeks ago, Normaa 
Kark has decided to maintain the 


of this magazine in contributions. 
Due to the response from adver- 
tisers, selling price of the enlarged 
issue remains at 2s., despite extra 
costs of printing and paper. 

. * * 


The October 13 issue of School 
Friend, published by Amalgamated 
Press Ltd., will contain a free 20- 
page School Friend Confessions 
Album. ‘In addition 1,000 ptizes. 
—. pedigree puppy dogs, are 
being offered in connection with a 
competition. Sales will be boosted 
with advertising in the Radio Times, 
Daily Graphic, Daily Mirror, posters 
and distribution of leaflets at 
schools. 

* * 


* 

The Southern Publishing Co., 
proprietors of the Sussex 

News, Ev Argus and associated 
weeklies, has just opened new 
executive and advertising offices at 
50 North Street, Brighton. The new 
building, Argus House, replaces the 
old offices in North Street occupied 
by the firm for over 70 years. 

On Tuesday, Carl E. Bedford, 
London manager, is taking a party 
from London to view Argus House, ° 
after which there will be a luncheon 
at the Hotel Metropole. E. Infield- . 
Willis, chairman and managing 
director, will welcome the guests. 


HOLBORN, W.C.] @ General Managers G L. MCLELLAN 
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THAT J. McMaster, Odhams Press 
circulation representative for Scot- 
land, was married at St. David's 
Church, Glasgow, on Saturday. 


* * * 


THAT the Fleet Street Players 
have chosen Philip King’s comedy 
“On Monday Next” for presenta- 
tion in aid of N.A.B.S. at the 
Fortune Theatre, Drury Lane, 
W.C.2, on October 31 and Novem- 
ber 1. Tickets from Miss Hewlett, 
Ludgate House, Fleet Street, E.C.4, 
* * * 


‘ 
THAT northern advertisement man- 
agers of national newspapers and 
periodicals were guests at an end-of- 
season party given by Middleton 
Tower Holiday Camp Ltd., client of 
Alfred Bates & Son Lid. 


= 

St 
L JPRESS OFFICER) 
——— 


e Hear— 


THAT the Australian Trade Press 
Agency Ltd., London, have taken 
over the representation of. the 


directories published in Montreal by 
Fraser's Trade Directories Ltd. 
Their area covers Great Britain, 
with the exception of Lancashire, 
where representation will still be by 
Ashburners Lid., = anchester. 

* ~ 
THAT following ‘the success of the 
Petroleum Industry exhibition at 
the university centres of London, 
Glasgow, Leeds and Cambridge, the 
exhibition will now also be staged at 
the universities of Leicester, Shef- 
field and I dinburgh. 

- ‘ 


THAT letters are appearing in the 
clothing trade Press suggesting a 
combined national publicity scheme 
to answer Hugh Dalton’s “Don't 
Buy” een. 
* 
THAT a National Association of 
Retail Furnishers has made repre- 
sentations to the Ministry of Fuel 
and Power, requesting that in the 
restrictions which will be re- 
imposed in the coming winter, 
retail premises which generate their 
own electricity should be exempted. 
® * * 


THAT members of the Publicity 
Club of Ircland, the Advertising- 
Press Club and the Irish Association 
of Advertising Agencies, saw the 
1951 Advertising Conference film in 
the Regal Rooms Cinema, Dublin. 


It’s a 


walk-over 


Perfect reproduction in three dimensions of 
Dunlop Boots in Pytram Laminated Paper. 


4 ft. 6 in. high, on a base 5 ft. 


x 5 ft. 8 in. 


Everybody concerned with point-of-sale displays 
should have a copy of the Pytram folder on 


Advertising Models. 


Write for yours today. 


for ‘live’ publicity 


PYTRAM LIMITED, DUNBAR ROAD, NEW MALDEN, SURREY 


TELEPHONE : MALDEN 3225/7 


THAT A. C. Ashbolt, financial 
advertisement representative. 
Financial Times, has arranged a 
dinner of representatives of com- 
pany meetings departments of the 
national, provincial and weckly 
financial papers for to-morrow (Fri- 
day). 
* * ¥ 


THAT the Radio Industry Council 
is to hold a Radio Show at Man- 
chester City Hall next April 23- 
ay 3. 
a ” * 
THAT Cross-Courtenay Ltd., of 
Manchester, will take over produc- 
tion—and the advertisement side— 
of the Hallé Orchestra magazine. 
* * * 
THAT the demand for illustrated 
booklets sent last year to North 
and South America by the makers 
of Coq D'or chocolates was so 
great that this year’s order has been 
doubled. The booklets are designed 
and published by Howards Press 
Advertising Ltd., Manchester. 


* * ~ 
THAT the West Midlands News- 
paper Advertisement Executives’ 


Association were addressed recently 
by R. W. Grundy, advertising infor- 
mation officer of the Newspaper 
Society. Their next meeting will be 
on October 29. 

~ * * 
THAT four barracks blocks and two 
gymnasiums were required to 
accommodate Press representatives 
and administrators covering the joint 
Rhine Army/Air Force mancuvres 
in Germany. 

~ * * 
THAT the Irish Minister for Indus- 
try and Commerce has announced 
the formation of a joint Tourist 
Publicity Board, under the full-time 
chairmanship of J. P. O’Brien. 

* * * 
THAT W. S. Crawford Ltd. darts 
team, captained by Fred Folkard, 
beat Studio Briggs 2—0. 

* * * 
THAT representatives of 30 national 
and suburban newspapers and agen- 
cies, as well as the B.B.C., attended 
the re-opening of Hogarth’s House, 
Chiswick, by Wm. Grimshaw, chair- 
man, Middlesex County Council. 


* * * 


THAT Scottish journalist, Ian 

Hamilton, now with the Manchester 

Guardian, is the author of a new 

play, “The Snarling Beggar,” now 

being presented for the first time 

by Rutherglen Repertory Theatre. 
. . * 


THAT George L. Hindley, former 
P.R.O. for the National Federation 
of Fruit and Potato Trades, in 
London, and first post-war editor of 
the Federation's journal, Fruitation, 
will visit London in November. 
Now advertising manager for the 
Goodyear tyre and rubber organisa- 
tion in South Africa, he is spending 
two months studying advertising 
methods in the U.S. 
- * * 


THAT officials of the Beeston 
(Notts) Mothers’ Club fixed six old 
newspapers as the “price’’ of admis- 
sion to their Festival of Britain Fair. 
Says the club: “We can sell old 
papers for at least £12 a ton, and 
so help our funds.” 


We tell them 
to buy 
from YOU! 


iwankee & er ALAND 


THAT retailers are being kept in- 

formed by the Watchmakers of 

Switzerland of the good work being 

done by consumer advertising. The 

campaign is handled by Foote, Cone 
& Belding Ltd. 


ADVERTISING 
DIARY 


» October 5 
BERKS AND BUCKS PuBLICITY 
Cius. Raymond Rayner on ‘‘Public 
Speaking."’ Public Library, Slough. 

p.m. 

Pusuicity Cius oF GLascow. 
Speaker: William Adair. Grosvenor 
Restaurant, 12.55 p.m. 

Monday, October 8. 

BrisTOL AND 


West Pustictry 


Crus. H. V. Hindle on “Publicity 
Methods Grand Hotel, 1 p.m. 
Pusticity Cius or LONDON 


Sir Miles Thomas on “B.O.A.C. 

and the future.”” Waldorf, 6 p.m. 
Tuesday ober 9. 

Berks AND BUCKS PusLicity 
Crus. _ Educational lecture. Oasis 
Cafe, Reading, 7 D. 

BRITISH SALES PROMOTION Asso- 


CIATION Stanley Townsend on 
Selling Impcrially.” Howard 
Hotel, 6 p.m 
REGENT ADVERTISING CLUB 
Haseed L. Clarkson on “Campaign 
Media Planning.”’ (Educational 
ian 
Firer_ Srreer Cotumn C1ius 


Gove Circe Captain's Day 
Coombe Hill; followed by A.G.M 
and Supper at the Column Club. 
Thursday, October 
Pusticitry Cuun or Leeps lun- 
cheon meeting. Speaker: Miss Kay 
Murphy. King Edward Restaurant 
INcorPoRATED Society oF BritisH 
ADVERTISERS (Scottish section). 
Clifford J. Harrison on “The role 
of branded goods.” Engineering 
Centre, Glasgow. 
INCORPORATED SALES MANAGERS’ 
ASSOCIATION (Cardiff branch). 
Roger Falk on “Overseas Market 


Researc 

BraprorD PUBLICITY Assocta- 
TION H. Spencer on “Design in 
business printing’’ 
Friday, ober 12 


Us OF SHEFFIELD. 
J. P. Lamb on “What is needed to 
publicise Sheffield." Grand Hotel. 
2.45 pm 


Pusuicity CLUB OF NEWCASTLE 
Mystery tour, 7 p.m. 
Pusticiry Cius oF GtLascow. 
Grosvenor Restaurant, 12.55 p.m. 
. jober 16. 

Pustictry CLUB OF SUNDERLAND 
annual mecting Seaburn Hotel, 
7.30 p.m. 

we 


» October 17. 
ADVERTISING Cius orf OxPorD. 
Film: ‘Magazine Magic " Black 


Pusticiry. CLusp oF _ LEEDs. 
Journey” to Ordnance 
Survey headquarters at Leeds. 

iy. ober 18. 


Pusticiry CLus oF NEWCASTLE 


luncheon Speaker: Mrs. Lorne 

. Robson. 

Berks AND BucKs PUBLICITY 
Cius luncheon Royal Hotel, 
Slough, 12.45 p.m. 

NEWSPAPER AND tates 


Go.rmsGc Society. Autumn meet- 
ing, A.G.M. and Supper. Berkshire. 
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He forecasts results 
on blue glass 


LONG BEFORE the paper is made on which the “big 
race winner” appears Albert Robbins* has the result 
to a length. In charge of the giant grindstones which 
reduce logs to pulp at the only groundwood mill in 
the United Kingdom—one of the group of Bowaters’ 
mills in Kent—part of Robbins’ 
job is to ensure that the wood is 
ground to give exactly the right 
fibre for the manufacture of 
good paper. Every few minutes 
he scoops samples from the 
watery pulp flowing from the 
grinding machines and 
examines them on a blue glass 
under a strong light. Largely 


ADVERTISER’S WEEKLY 


upon Robbins’ skill and practised eye depends the 
satisfactory operation of the newsprint machines. 
The hum of the grinders drowns the cries of the 
gulls wheeling over the mud flats of the Thames 
Estuary, and the siren blasts of distant ships. Thoughts 
of his hobbies—the allotment, his football team and 
the bowling green—do not distract his attention. As 
he chats Robbins’ eyes and ears are alert. For each of 
the five great paper-making machines at Kemsley con- 
sumes some 10,000 spruce trees every week. And that 
entails quite a lot of forecasting for Albert Robbins ! 


THE BOWATER PAPER CORPORATION LIMITED 


GREAT BRITAIN * CANADA * AUSTRALIA * SOUTH AFRICA * U.8.A * NORWAY 


SWEDEN 


* Fictitious name for a real character. 
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Programme Printed 
On Silk 


The third Congress of the 
International Silk Association 
just held in London was attended 


by 400 overseas delegates. They 
included representatives from 
France, Italy, Germany, 


Egypt, 
Japan, Turkey and the U.S.A. 

The task of designing and pro- 
ducing programmes, invitation 
cards, menus, etc. (in all, forty 
jobs) for the Congress was 
entrusted to Newman Neame Ltd. 
publishers who specialise in com- 

plex production work requiring 
high standards of design and 
finish. 

The firm’s designer and art 
director, John Lewis, was respon- 
sible for the design of this work. 

Materials used included hand 
made papers, fine card in a 
variety of colours and specially 
woven silk. The silk was used 
for printing the delegates’ pro- 
grammes for an evening at 
Covent Garden, It was the first 
time for a quarter of a century 
that silk had been used for a 
Covent Garden programme. 

Some of the work was printed 
in two to four languages—includ- 
ing Japanese. 


Two Kinds Of Mail 
Order Traders 


At a London meeting of the 
Society of Mail Order Traders, 
A. Marcus, chairman of the 
Society, praised the understand- 
ing of the advertisement man- 
agers in the difficult trading con- 
ditions which prevail to-day, 

H. S. Alper referred to the 
“two kinds of mail order traders” 
—those who traded with a “long 
term policy,” and those who 
merely wished to clear one line 
without any intention of building 
up a mail order business. 

‘Financial Times’ Bid 
For American Business 

The Hon. Charles Mills, son of 
Lord Hillington, sailed on Saturday 
for the U.S. as an advertisement 
representative of The Financial 
Times in North America, with the 
object of interesting leading U.S. 
business corporations in the value 
to them of the journal as an adver- 
tising medium for their company 
reports. 

It is hoped that his visit will have 
a valuable effect in establishing 
closer liaison between Anglo- 
American commercta al interests, and 
will result in the English business- 
man having more appreciation of 
American business methods. 


Traveller Statistics 


Latest London Transport Statistics 
For Advertising bulletin analyses— 


by sex, status, income and age 
groups—regular users of central 
area buses and trams; trolleybuses ; 


and all services except country buses 
and coaches. 


At the annual meeting of Bristo! 
Evening Post Ltd., a final dividend 
of 1} per cent free of tax was 
approved and a first interim 
dividend in respect of 1951/52 of 
33 per cent free of tax was 
announced. 


| GENERAL PRINTERS ] 


Whether it’s merely a job of 


by stencil, or lithographic pro- 
or even a batch of 
envelopes that require 


addressing 


from lists supplied | 
Prepared by us; and if ihe job 
of making-up, enclosing and 


mailing 


is one your office staff could 
well be spared why not phone 


Fermaprint 


17 Fleet Street, E.C.4. Cen 2426 
90 Victoria Street, S.W.1. Vie 6258 


> ADVERTISE BY POCKET ~~ 
CALENDARS. Your own sremee 
attractively displayed. 8s. 6d. 

3 gr. 2is. 1,000 30s. plus PTax, 
PRINTING tor all purposes Com- 
plete Mail Order advertising schemes 
undertaken Copy writing, printing, 
eeetee- Envelopes addressed from 

s. 


$2 
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SILK SCREEN MATERIALS 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 
GEORGE HALL (Sales) LTD. 


111 Wellington Road, South, 
Stockport Tel. STO 3375 


CUT-OUT LETTERS « SIGNS 


display 


lettering 


Cut-out relief lettering, 

ready gummed, !2 types, 3/16” -8” 
LONDON INDUSTRIAL ART LTD 
33 Jubilee Place, S.W.3. Tel. FLA 6816 
ORDER DEPT. 3 All Saints Road, W.1! 
Tel. PARK 9431 


1642-5951 


von. FOLDING 


SON & WATTS LTD. 
open S$T.,LONDON, E.C.2 


mONarch 7408 «three 


From a y's bonnet to a suite of 
-we make changeable Drice 


tickets and showcards to suit all 
classes of goods. AI Sy lines 
for H.P. trade to indicate Cash 


Price (or Deposit) and Weekly (or 
Monthly) payments. Sold Through 
CAMDEN Price Tickets. 5 West- 
bourne Gdns., Hove, 3, hone. Tel 

Hove 39684. Trade terms on request 


| SILK SCREEN PRINTING j 
GRUNBAUM 


ae 
SHOWCARDS 


DISPLAYS 


* 
SILK SCREEN 
PRINTING 


~ 
CEN. 4535 


Our 


Business 
is to make a 


Send us 
your trade printing 


F. W. WHITE & CO. 
Trade Letterpress & Litho Printers 
ALBION HOUSE, NEW NORTH ST. 
THEOBALDS RD., W.C.1 + HOL 943! 


sae ©ALENDARS 1952 Ee 


Printed with your trade advertisement. 
First class subjects such as Glamour 
Girls, Landscapes, Seascapes, Dogs. 
Pastoral and 


domestic pictures 
Commercial Bold Figure _ series. 
Diaries Prompt contacts please. 


Catalogue showing reproductions in 
colour from CHEVERTON & 
LAIDLER Ltd..  Chevler : 
Princes Risborough, (41), 

hone: Princes Risboro 487 


SOCIATED 
TCRAFT Lro 
Fowwnw*® EUSton 1416-7 
EXHIBITIONS 
DISPLAYS 
PICTORIAL SIGNS 


INTERCHANCEABLE 
METAL LETTER SIGNS 


SILK SCREEN 


AND SINGLE COPIES 
DAYLICHT 


Fluorescent Colours 


Specialists in q 
Screen Printing 


W. C. RAYMENT 


AND COMPANY 


RAYSIGN WORKS 
DURHAM ROAD 
LONDON N7 


: . 
L ., Telephone ARCHWAY 252! »J 


SIGNS OF ALL KINDS 
J. D. SIGNS 


| IVES STREET, CHELSEA, S.W-3 
Tel. KENsington 5096 


GLASSWRITING, EXHIBITION AND 
GENERAL SIGNWORK 


DRAWING PAPERS j 


Famous for 
UNBLEACHED ARNOLD DRAWING 


RUSSELL FLINT WATER COLOUR 
HAND MADE PAPER & BOARDS « 


AKMOLD & FOSTER LTC ETMSFORD mit Kent 


DIRECT MAILING 


POSTAGE Reduced for 
Your DIRECT MAIL 
by using HOMEX up-to-date 
MAILING LISTS. 
Built to YOUR requirements. 
All Dead Wood Eliminated. 
Every name a PROSPECT. 
Enquiries to 
Statistical Department 
HOMEX PUBLICITY 
11 Old Bond St., London, W.! 
ARC: 6076 
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_ ADVERTISING NOVELTIES } 


[2COMMERCIAL ARTISTS] 


ADVERTISING GIFTS 


of all types 
from PENCILS to SILVER CUPS 
Send us your enquiries and let us suggest 
gifts to suit your price. 


ANGLO FANCY PRODUCTS LTD 
Maruti “s 
7 Pll Lane . Landon, NWwWe 


Hiumpsiead 5858 » nd Gladstone 67¢ 


Goodwill Gifts 


of ADVERTISING NOVELTIES 
for your business friends and 
potential customers 
SHENTON SERIES 
Offers a large range with per- 
sonal service. Write ir oar 
Catalogue or ask our repre- 
sentative to call. 
We are actual manufacturers 


GALE MELVILLE LIMITED 


GROVE, OLD KENT 


67/73 
ROAD, S.E.1. Tel. BER 4187 (2 lines) 


Consult... 
KIRKSTUDIO 
2 WINE OFFICE COURT LONDON EC4$ 

CENTRAL 2667 


TUDOR ART AGENCY {TD 


representing 
FREE LANCE ARTISTS 


1 FURNIVAL STREET, LONDON, E.C4 
HOLborn 8841 CHAncery 3506 


es 


FASHION 
ARTIST 
LADIES ... CHILDREN ... 
MARGARET JACKSON 
104 Stainburn Crescent, Leeds, 7 


| PHOTOGRAPHERS ; 


MATTACOL 


DISPLAY PRINTS 


From postage stamp to poster 
in single copies or quantities 
SCOTLAND 
A. NIMMO 
131 Wilton Street, Glasgow, N.W. 
LONDON AREA 


ROBERT P. HYMERS LTD 
17 Clifford St., W.1 MAY fair 6768-9 


NORTHERN AREA 
R. DIXON, 5 Hillingdon Ra. 
Stretford, Manchester 


Longford 2647 


Ht 79 80 Slaney St 


NEWMAN Birmingham, 4 
TD M0 A | $ Birmingham 
pUsuciTy “ws 
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| MECHANICAL DISPLAYS } 


Have You Seen 

** SCREENASCOPE’’? 
The finest continuous automatic 
STILL PICTURE PROJECTOR 


for 
Publicity and Commercial 
Advertising in Exhibitions, 
Shop Windows, Stores, etc. 
CRANE AUTOMATIC CO. LTD. 
Makers of Iiluminated Signs 
Hong oee Works, —~ — 


PACKING 


EXPERT 
PACKING 
PAYS 
Collation, Packing and Despatch 
We offer a prompt and efficient 
service for the collation, packing 
and despatch of advertising 
material—Showcards, Displays, 
Leaflets, etc. Write or phone 
&. CHRISTIAN & CO. LTD. 
10a De Beauvoir Sq., London, N.! 
Clissold 3463 


BLOCKS & DIES } 


BRASS BLOCKS & Difs 


| DISPLAYS& EXHIBITIONS } 


DISPLAD LTD. 
CASTLEFIELDS 
MANCHESTER [5 

BLACKFRIARS 0856 
STANDS AND DISPLAYS 
OF QUALITY 


PHOTOGRAPHIC 
PRINTS 
Any Size—Any Quantity 
Write or Phone 
PHOTOWORK LTD. 


AND 
LILYWHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbeck 0938/9 


o 
Advertising + Industrial - Editorial 
and Colour Photography 


A. C. K. WARE 


(PHOTOGRAPHS) LTD. 
Metropolitan 9836 
Pomeroy House, Basinghall St., London, E.C.2 
ee 


COOK’S 
DISPLAY PRODUCTIONS LTD 
124 Ladbroke Grove, W.10 


DISPLAY aNb 
EXHIBITIONS LTD. 


167-171 QUEENSWAY, W.2 
Phone : BAYswater 2291-2 
EXHIBITIONS STANDS 
AND DISPLAYS 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. BOBINSON 
STUDIOS, LIMITED 


72a Plough Rd., Battersea, S.W.1l 
Tel. Nos. Battersea 5300 & 4886 


Brass blocks for Foil »locking on 
card or plastics. Bronze cutters 
for cutouts. Cutter crush dies for 
showcards etc. Steel dies for metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.! 
CLE 6474 


Est. 38 years 


PROCESS ENGRAVERS 


SCOTTISH STUDIOS & ENGRAVERS 


offer 2 unique & complece service for 
cOM 

ie PHOTO 

|_ PROCESS SUPPLIES | 


to Nortner 
196 ~CLY 
City 6961-2-3 


— PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 
FOR AN 

INDEFINITE PERIOD 

Simple to use and very economical. 
Small sample supplied on request. 
THE S.D. SYNDICATE L790. 
46 EARL ST., FINSBURY, LONDON, E.C.2. 
Telephones : Telegrams : 
BISHOPSGATE ESSDEECOP, 
6811 6812 FINSQUARE, 
7001 LONDON. 


—~ 


=> 


ADVERTISER'S WEEKLY 


Bakers Told ‘It 
Pays To Advertise’ 


“If it pays to advertise—and ali 
the evidence of the times goes 10 
show that it does—then master 
bakers controlling small and 
medium-sized businesses must be 
losing quite a lot of money,” says 
the Bakers’ Bulletin, officiai 
organ of the Manchester and 
District Master Bakers, Confec- 
tioners & Caterers Association. 

“There are more than 800 
members of the Manchester As- 
sociation, and it would be sur- 
prising to learn that five per cent 
regularly take space in their 
local papers.” The Bulletin asks: 
“Why are we so shy of adver- 
tising when so many traders in so 
many spheres are proving the 
wisdom of wise expenditure in 
this direction? 

The big people in our indus- 
try, whose profits do not seem to 
be shrinking like our own, know 
and appreciate the power of ad- 
vertising. They spend money to 
make money.” 


Legal and Gazette 


FALSE PRETENCES 
ALLEGED 


More than 300 people would have to 
be interviewed it was stated at Salford 
last week when James Joseph Young 
(31). of Longhill Road, Sheepbridgc, 
Huddersfield, was charged with attempt- 
ing to obtain £6 6s. by false pretences 
from Gerald McDonald, funeral director. 

McDonald, said Det.-Inspector Green- 
wood, was rung up by a man who said 
he was Father Wilson of Salford 
Cathedral, and asked if he was interested 
in advertising in a new Catholic hand- 
book they were issuing. An appointment 
was made. The police were notified, and 
officers secreted themselves. Young, it 
wes alleged, turned up at the appoint- 
ment, said he had been sent by the 
Canon of the Cathecral aud offered to 
insert an advertisement in the handbook 
for £12 12s., half to be paid forthwith 
It was alleged that Young had admitted 
that he had been committing similar 
offences since carly S Pel in many 
parts of Lancashire and Yorkshire. Young 
was remanded in custody for a weck. 


WILLS 
Freperick Georce Harrapence, of § 
Ringw Way, Winchmore Hill, N.21, 
late advertisement wot of ADVER- 
Tiser’s WEEKLY, left £475 8s 


BANKRUPTCY PROCEEDINGS 

Nora Vera Ciark (married woman) 
lately carrying on business with another 
at 1 Egerton Court, E.11; 21 Jockeys 
Fields, W.C.2; and i Drake Street, 
W.C.2, as Alvaciar (@ firm), advertising 
agents. Receiving Order September 17. 


. 
New Companies 
Co., Ltd, 1 
Dudicy, (Worcs. 
and publishers. 
£100 Directors: 
d R. W. Barnes 
journals (Industrial) Ltd. 
T magazine proprictors, printers 
and publishers. Nominal capital: £100. 
Subscribers; F. Hoskins and A. W. J. 
Paine. 
Contact Studios ° 
Street, Cavendish Square. 
graphers, display advertisement experts. 
Nominal capital £1,000 Directors: 
M Rickards and J. Cowderoy 
( 
aew 


Churchficld 
Wholesale 


Street, 
stationefs 


G 
The 


james (Industrial 
to 184, PF Street, E.C.1. 
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ADVERTISER’S WEEKLY 


Nadiad? Gatien 


By Appointment 
Pen Makers to the ‘late 
King George V 


Gillott Pens 


NOW AVAILABLE 


For what may well prove to 
be a limited period, the follow- 
ing specialists’ pens are immed- 
iately available:— 

DRAWING PENS: Nos. 290, 291 
and 1950. 


yn STEEL PENS: 303, 170 and 


VYUNVTNTUET CU 


Me types supplied in 3, § or I 
> boxes, or Taeataets with 


Artists and Studio Managers 
are advised to carry a small 
stock. 


JOSEPH GILLOTT 
AND SONS LTD. 
/ Victoria Works, Birmingham, 1 


London Office: 
28 New Bridge Street £.C.4 


Fa a Val 


ITS NEW! ITS BRITISH! 
“Principles of 


Market Research” 
by 
A. H. R. DELENS, M.LS.M.A. 


Price 15/7 post paid 
Cloth Bound — 256 pages 
Numerous Illustrations 
Charts ,andgExamples 
Invaluable to: 
@ THE BUSINESSMAN 
e@ THE MANAGER 
e THE STUDENT 


Efficiency Publications, 2 Parsonage Bidgs., 
29 Blackfriars St., Manchester, 3 


x wOWCAR Ds 4 
Sy 


ts 
A ree 
Pome 


SILK SCREEN ARTS Lt? 


97 SHIRLEY ROAD. CROYDON 
ADODISCOMBE 3147-6 


HIGHEST GRADE | 
CLEAN © SHARP EXPRESS / 
CRAFTSMANSHIP DELIVERY 


*SDAY-GLO’? pRINTERS 


SPEEDY SERVICE 


FOR GOOD RELIABLE 


SIGNWRITING 


TO MEET EVERY REQUIREMENT 


REGINA STUDIOS (SIGNS & DISPLAYS) LTD 
27, BOSTON ROAD. HANWELL W? 
“i 8008 tal 9903 
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Js 


(NEWS) 
OPSA DATA 


BUSINESS DIGEST 


The proprietor of this 
commercial and industrial 
weekly will be in England 
in early October. Will firms 
who would like to meet him 


please write or phone us. 


All Particulars on Middle East Press from 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY LC? 

0. Fleet St.London.£.04 Cen. 549467670 


| the biggest in its history. 


S.AR 


[ 


7——-Had your 195I—— 


Advertiser’s Annual? 
* 
Never has the need for an 


up-to-date ADVERTISER'S ANNUAL 
been so,vital: last year's changes 
in space rates, press days, formats, 
address Sep. telephone numbers and 
personne! where phenomenally 
heavy; and hundreds of new 
entries have been added Any 
previous cdition is hopelessly out- 
dated and misleading. Only a few 
copies of the 1951 edition 
are pe mae F ot ot 35 ]= 
your order 

Post free 


Business Publications Ltd. 


180 FLEET STREET, LONDON, E.C.4 


DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
$.w TEL. ViC_0912-3 


Publications News and Notes 


‘Vogue’ Biggest 
Issue Yet 


October issue of Vogue is by far 
It con- 
tains 226 pages, including covers, 
as against 210 in the Coronation 
issue, the previous largest, with 159 
pages of paid advertising in com- 
parison to 1 pages in 
Coronation issue. The present rate 
is £330 a page; at the time of the 
Coronation issue it was only £72. 
31 pages are in full colour. 

At 3s. 6d. Vogue sells more than 
150,000 copies every month, When 
the Coronation issue was published 
the magazine sold at Is. and its 
circulation was forty-odd thousand. 

* * * 

Two special issues of British 
Automobiles Overseas and three of 
the Autocar are being published in 
connection with the London Motor 


Show. Both are Iliffe publications. 
* * ~ 
Some 500 doctors -attended a 


party at Claridge’s on Monday to 
celebrate the 1,000 issue of the 
Practitioner (established in 1868). 
The senior editor, Sir Heneage 
Ogilvie (senior surgeon at Guy's 
Hospital), spoke of the value of the 
publication to the general practi- 
tioner and the long service of the 
staff, including Charles T. (“Doc”) 
Lawrence, advertisement manager, 
who has been with it for more than 
50 years. 
* 7~ ~ 


Hairdressers’ Journal, on sale 
October 18, carries a special 8-page 
section on art paper, containing 
photographs of the Hairdressers’ 
Festival attended by 12 countries 
from Austria to the United States. 

* & * 

Annual educational number of 
The Medical Officer, just published, 
was the forty-fourth of an un- 
broken series produced under the 
editorship of Sir George Elliston. 
A 36-pager, the issue was supported 
by 37 advertisers. 

* * * 


A new serial “Princess Elizabeth 
the Woman” by Marion Craw- 
ford starts in Woman’s Own to-day 
(Thursday). The feature will 
supported by a publicity campaign 
in national and provincial Press, 
posters, window bills and banners. 
* * 1 


October issue of Modern Caravan 
is a Motor Show Guide number 
with a pre-view of many of the 
1952 caravan models which will be 
exhibited. 

* * . 


Coincidental with the publication 
by Cassell in this country of A 
King’s Story, the book by the Duke 
of Windsor, Mustrated is to pre- 
sent a picture record of the Duke’s 


life, beginning in the October 6 
issue. 
* * 
The issue of the Bootle Times 


series last Friday, was 12 pages, in- 
stead of the usual eight, to mark the 
75th continuous year of publication. 
Five columns were devoted to 
reminiscences of the past 40 years 
by Arthur Smith, former managing 
director and now chairman of the 
Naldrett Press, London. The issue 
carried messages of congratulation 
from civic, business and political 
leaders. Advertisements included a 
full page by Burtons the tailors, and 


large displays by old established 
local firms who have “grown up 
with the Times.” 

* * * 


Building Societies’ Gazette cele- 
brates its 1,000th issue in June 
1952. This 83-year-old publication 
deals with the building society 
movement from the professional 
angle. 

+ ~ 


Both Shoe and Leather News and . 
Shoe and Record con- 
tain supplements in connection with 
the Shoe and Leather Fair this week. 
The News has a total of 294 pages 
and the Record 238 pages. Both 
have received excellent advertising 
support. 


* * * 


Front cover of “Life” International 
to appear on Monday will carry this 


full-colour portrait of Princess 
Elizabeth. A six-page article criti- 
cises “the intrusion of the public 
eye into (Elizabeth and Philip's) 
intimacy” and “the snide innuen- 
does by the nastier British Sunday 
newspapers, which have no equals 
in nastiness anywhere in the world.’ 
* * * 

On Monday the Daily Herald 
began a new political strip about 
two characters named John and 
Mary Brown who have three weeks 
to make up their minds which way 
to vote. 

* * 


October price increases include: 
Food and Cookery from Is. 3d. to 
2s.; a? ee Magazine from 
2s. to 2s. Health and Beauty 
from 9d. to Is.; and The Tablet 
from 6d. to 9d. 

a * ~*~ 


Exhibition of the work of Fleet 
Street artists was opened in the 
front hall of the Daily Express 
building on Monday by Sir Gerald 
Barry, Festival of Britain director 
and former News Chronicle editor. 

* * ~ 

My Garden, “intimate magazine 
for garden lovers,’ which first 
appeared in 1933, ceases publication 
in December. Rising costs are the 
main reason for this decision, states 
the editor, Theo. A. Stephens. 

* 7. * 


The News Chronicle international 
trophy motor cycle road races at Scar- 
borough attracted not only Europe's 
finest riders and the leading people 
in the motor cycle trade, but a 
record crowd of over 30,000. 
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CLASSIFIED ADVERTISEMENTS 


- > 
> 19/23. reumeed tor mudie or | RATES: APPOINTMENTS VACANT, 3s. 64. per line, 35s. per 

ad in West London. Some APPOINTMENTS WANTED, 3s. per line, per “~ 4 

preferable; classifications, 4s. per line, 45s. per display panel inch. Minimum, 3 lines. Box No, 

layout, charge, one line > postage, etc. Series ition: all 

knowledge of ady under seven insertions MUST BE PREPAID. Address: “Advertiser's 

eekly,” 180 Fleet Street, London, E.C.4. CHAncery 8844. 


and varied Ww 
APPOINTMENTS VACANT 


details of 
age and salary required to 
Renee, Kingsway 
AN INTERESTING JOB is available to SHORTHAND TYPIST (age 18-20). re- 
smart person, able Shorthand-Typist to quired to train as Secretary to Adver- 
Exhibitions—Films Producer in the West tisement Director of well-known Fleet 
End rospects are good and the work Street journal. Commencing salary £5. 
offers variety Write, stating age, Box 18.Ad. Weekly 180 Fleet St EC4 
experience, salary to commence and INTERESTING JOB for = shorthand- 
how soon could be available to typist with artistic ability in busy Press 
Box 8 Ad. Weekly 180 Ficet St EC4 Office. Duties involve not only secre- 
tarial work but mounting Press cuttings 
imto albums, with lettering and simple 
brush work to create a decorative effect. 
Age immaterial but 5) ly first-class 
shorthand-typing essential. The kind of 
person we are looking for has an 
artistic flair, enjoys keeping scrapbooks, 
was good at lettering at school and 
perhaps goes to art school to get more 
spare-time practice If the description 
fits you, send full details. salary re- 
quired to Press Officer, Editorial 
Information Services, Osborne-Peacock 
Co. Ltd., 21 Watling Street, E.C.4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


DIRECTOR— 
SPACE SALESMAN 
Maximum investment £1,500 required by 
rapidly growing Advertisement Space 
Selling Agency Limited Company. 
Wide scope for good versatile man able 

to take responsibility. 


and finished lettering; 
typography Interesting 
work. Write giving full 
experience, 


Box 6 
required as Advertiser's Weekly, 180 Fleet St., E.C4 
Manager. Good 
interesting work. 


sT 
Secretary to General 
and 


Age 
24- . Five-day week 
Single lady or widow without domestic 
ties only. Write stating age and giving 
full pessicutars of experience and salary 
required t 

Box 839 ‘ad Weekly 180 Fleet St BC4 


EXPERIENCED STRIP Cartoon Artist 
required for regular ons. 
Specimens to 
Box 834 Ad. Weekly 180 Fleer St BC4 


ADVERTISING 
MANAGER 


Leading New Zealand Wholesale 
Softgoods Warehouses require the 
services of a competent Advertising 
Manager, age 25 to 35 years. Com- 
mencing salary £850 per annum. 
Applicant must have held Advertis- 
ing Manager's position. Duties will 
include preparation of campaign 
for various products and arranging 
of displays in Customers’ Stores. 
Whilst artistic skill appreciated, 
this is not necessary, but ability to 
express oneself in writing and 
executive capacity essential. Good 
appearance necessary. Single man 
preferred. Residence Wellington, 
New Zealand. Write 


BOX 7953 FROST-SMITH ADVERTISING 
64 Finsbury Pavement, London, E.C.2 


IMPORTANT 
OPPORTUNITY 


A great National Weekly requires a senior repre- 
sentative of high level contact and experience with 
advertising agencies and advertisers. Applicants. 
preferably under 40, should be men with first-class 
education and good personality, who have had, or 
believe they could, exercise Managerial responsibility. 


Box 24 
180 Fleet Street - London, 


If you are a very good LETTERING 
man who likes to — the changes 
with GENERAL Artwork of high 
quality, detail your cupuflenes, state 
salary and let us know when you are 
free to commence. Incidentally, you 
will not be writing to your present 
firm when you reply to:— 
Box 


Advertiser's Weekly, 180 Fleet St., E.C.4 


FINISHED ARTIST. An al! round 
Artist capable of producing work of 
first class commercial standard, uired 
by progressive advertising agency. 

perience, sa’ 
PUBLICITY 
__ VICE. 84 Albion Sweet, Leeds, 1. 
WORKING POREMAN wanted for Silk 


Advertiser’s Weekly - E.C.4 


WANTED for large engineering estab- 
lishmeni in the Midlands. senior adver- 
tising sesistant between the age of 25 
and Man with experience of 


COPYWRITER with a good all-round 
knowledge of advertisement production 
required by fully recognised and long 
established smail agency. Imaginative 


Technical Layouts and copywriting pre- 
ferred, but not essential, as selected 
candidate will be given the opportunity 
to acquire the technical knowledge re- 
in advertising the Company's 
Write stating age, experi- 

ence and salary required to 
Box 10 Ad. Weekly 180 Fleet St EC4 


and expressive writing is called for re- 
gularly on a limited scale. A sound 
knowledge of layout, reproduction pro- 
cesses and prini-buying are also nee » 
The position is most likely to suit a 
man trained in a small agency who is 
accustomed to the variety of work aris- 
ing from the handling of Press and Out- 


photo silk screen stencils 


g00d wages to right applicant. District 
N.W9 


N.W.9. pply 
Box 11 Ad. Weekly 180 Fleet St BC4 


SPACE 
Well 


SALESMAN ——— for London 
known and valuable medium. 
Good opportunity for capable man 
under 40. 

Box 2 Ad. Weekly 180 Fleet St EC4 


door Advertising and many forms of 
print A man with a good eye for 
detail whe would assume the status of 
general manager would be particularly 
welcome. Please write, giving relevant 
details and some indication of salary 


ENFIELD | 

CABLES |  forIs Ad. Weekly 180 Fleet St EC4 

Limited TECHNICAL 
need a Senior Assistant in COPYWRITER 


West End Agency has unique 
PUBLICITY Department. vacancy for an ambitious copy- 
Age 30-40 years; electrical 


writer with sound agency experi- 
knowledge; able to pro- 


COLMAN 
“PRENTIS AND 
VARLEY 


ence familiar with the preparation 
of advertisements and promotional 
matter for the medical and pharma- 
ceutical professions. The position 
is a responsible one, is congenial, 
permanent and offers exceptional 
opportunities for advancement. 
High salary to right man. Fullest 
details in confidence to 


Box 849 
Advertiser's Weekly, 180 Fleet St., EC. 4 


MARKET RESEARCH. An opportunity 
exists im the Market Research Depart- 
mem of a manufacturer with worid- 
wide interesis, for a young man with 
some experience in Market Research 
This post offers opportunities for ad- 
vancement within the department and 
experience in all phases of Market 
Research. Apply. with full details of 
age, education and business experience 

Box 838 Ad. Weekly 180 Fleet St BC4 

EXPERIENCED GENERAL ARTIST 
wanted, capable of producing slick 
roughs and finished art—some figure 


duce own roughs and 


visuals for the technical 


have a vacancy for a young but 
press, catalogues and other : . 
experienced copywriter — man or 


literature. Knowledge of 


modern packing design, 


window displays and exhi- woman. Experience 1S essential ° 
bitions. Information to 
the Associate Director of 


Home Sales, 


and some marketing knowledge. 


ENFIELD CABLES LIMITED 
Victoria House 
Southampton Row, W.C.! 


Please write, with full details, to 


THE STAFF DIRECTOR 
COLMAN, PRENTIS AND VARLEY 


34 Grosvenor Street, London, W.1 


G 
Clarke Ltd., 6 Tudor Street, 
CEN 5169 
LADY ASSISTANT io A Advertising Mana- 
ger required by large Pharmaccutical 
Manufacturers. | 
Using experience ¢s al. ha 


ASSISTANT EDITOR for leading pro- 

duction engineering journal. University 

equivalent and practical 

in engineering duction 

are qualifications required nowledge 
of modern management methods an D.a. according to abilities. Write full 

advantage. Particulars to | 

Box 833 Ad. Weekly 180 Fleet St EC4 Box | Ad. Weekly 180 Fleet St EC4 | 


*Phone your Classifieds to CHA 8844 (Ex 23) 


typing an asset Salary £300—£400 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


56 


CLASSIFIED ADVERTISEMENTS 


Ocroper 4, 1951 


APPOINTMENTS VACANT 


required to assist in pro- 
duction of export and 
house organs, 


Age between 20 and 30 
years. Excellent oppor- 
tunity for live, energetic 
individual, willing to work 
hard and produce results. 
Pension scheme. 

Write, giving full details 
and present salary, to, 


Personnel Manager, 
FERODO LIMITED, 
Chapel-en-le-Frith, 

via Stockport, Cheshire. 


GENERAL ARTIST required. Call with 
lied Designs, 


Specimens, A 2 Guil- Advertiser's Weekly, 180 Fleet St., E.C.4 DUDLEY TURNER & VINCENT LTD. 
__ ford Place, W.C.1. HOL 6 378. 
SHORTHAND TYPIST required for 


Advertisement Department of old estab- 
lished trade publication. Opportunity 
for Junior wishing to qualify to senior 


uired for established London firm with 
ull facilities. 
Box 3 Ad. Weekly 180 Fleet St EC4 


ASSISTANT 


Well-known paint manufacturers 
require enthusiastic and loyal 
assistant for busy advertising 
department. Must be experi- 
enced copywriter with some 
layout ability. Opportunity to 
gain experience in all branches 
of sales promotion. Write out- 
lining career, qualifications and 
ambitions, with some idea of 
salary expected. 


SHORTHAND.-TYPIST required by Lon- 


don Agency. iy = and 
work with good sala 


week. 


interesting 
and five day 


Write statin: "ae 
sta wy Write + ei iculars to | endl calecs py @ age, experience 
Box 9 Ad. Weekly 180 Fleet St EC4 Box 816 Ad. Weekly 180 Fleet St EC4 | 


The L.P.E 


needs an up and coming 
younger layout visualiser 
with ideas and some 
experience to fit into 

a busy team. 

Starting salary £800. | 


Write giving particulars 


110 ST. MARTIN’S LANE, LONDON 


| 


» WC2 


| 


The Staff Manager 


: prepare: D ° a3 V 
tion of news matter, Opening for keen, young 
general publicity and | a 
public relations work. ADVERTISING ps Seay oe 


SENIOR VISUALISER 


This is a congenial position for a responsible advertis- 
ing artist with sound agency experience. 
be a person of lively ideas and be capable of handling 
work from visual through to final proof stage. Send no 
specimens, but write fully and state salary required. 


Applications should be addressed to: 


19 Backingham Street, London, 


! 
} 
| 
JUNIOR REQUIRED for Publishers 
office. Progressive position, interesting 
APPOINTMENTS VACANT and "varied duties. typing. 
| Phone HOLborn 0232. a 
OURNALIST RETOUCHING ARTIST required by | FIRST CLASS RETOUCHER for techni- | ADVERTISING. Interesting job for 
London Studio Preference given cal subjects wanted by leading specialist | intelligent young woman, Media 
applicant experienced in technical sub- Agency. Salary according to _ | records, space buying, secretarial and 
. jects. Good salary offered and 5-day age immaterial (within reaso; | interviewing. Apply: Tibbenham Pub- 
fully-trained, and prefer- week. Write in first instance, stating Box 835 Ad. Weekly 180 Fleet St EC4 licity Ltd., 244 High Holborn, W.C.1. 
. . age, experience and salary required to 
ably with some experience 819 Ad. Weekly 180 Fleet St EC4 
PROCESS ENGRAVING REPRESEN- 
of motor trade Press, TATIVE with sound connections re- 


He should 


W.C.2., 


ARTIST IMPROVER. Leading London 


AMBITIOUS ADVERTISEMENT 


REP. 
Studio has vacancy for young artist RESENTATIVES in the technical and 
(male) at ‘improver’ stage for General 


Commercial Artwork 
tunity for advancement. Write siating 
age, gupertence and salary requir 

Box 832 Ad. Weekly 180 Fleet St EC4 


Real cppor- 


TYPOGRAPHER 


WANTED BY 


PRITCHARD, WOOD 


a junior typographer with some 
advertising agency experience 
and having a good grounding in 
typography and production 
methods. 

Write, giving age, particulars 
of experience and salary required 
to Mr. H. C. Caffin, 

F. C. PRITCHARD, WOOD 


AND PARTNERS LTD. 
25 Saville Row, W.! 


FEDERATION OF BRITISH INDUS- 
TRIES requires advertisement manager 
for monthly journal. Salary with com- 
mission initially about £1,000 a year. 
Position offers scope for experienced 
man used to dealing with business exe- 
cutives. Weite, giving | full details, by 

B.L., 21 Tothill Street, 

. marking envelope “Ad- 

vertisement Manager 


S<jay week. Excel- 
lent prospects. Write, supplying details 
of age, experience, qualifications, salary 
required to Bo 651, c/o Streets, 110 
Old Broad Street, E.C.2. = 

TADY OR GENTLEMAN of = good 
presence and pleasing personality re- 
quired for taining as Advertisement 
Representative. Must have initiative, 
resource, and ambition. Possession of 
car an advantage. Post in West country 
Good commencing salary and expenses 
with scope for advaMcement according 
to ability. Please state age and give 
full details of previous activities to 
Box 836 Ad. Weekly 180 Ficet St EC4 


YPOGRAPHER wanicd for Publicity a : : , 
= Advertising Department of well- ability to details of international 
known London Publishing House ust oat P - 
to Team Leader Group B have all-round experience. Interesting publicity. Write giving full 
and varied w . 


*Phone your Classifieds to CHA 8844 (Ex 23) 


trade journal field are invited to write 
for a vacancy which has just occurred 
owing to promotion. 75 per cent of our 
Present advertisement managers started 
as represematives. Terms, salary, com- 
mission and mero — ag me oo 
minimum to ce. Pensi 


scheme. —— full details of age ‘oad 
experience 
Box 831 ‘Ad Weekly 180 Fleet St C4 
OPENING in large London Agency 
Studio for a young woman Arist, to 
specialise in figure retouching. Tele- 
phone: HOL 3721 for an appointment. 


EXECUTIVE 


aged 30-35 years, required in 
London Office of important 
group of Companies with inter- 
national interests. Must have a 
thorough knowledge of, and 
practical experience in, adver- 
tising of consumer products 
coupled with a good business 
training in an executive capacity. 
Able to co-ordinate and guide 
efforts of several leading adver- 
tising agents and artists engaged 
for group, and apply organising 


particulars to Chairman, 


Box 827 
Advertiser's Weekly, 180 Fleet St., E.C.4 


Correa ARTIST required. Other 
xpericnce an 
Box 837 Ad. Weekly 180 Fleet St BC4 
SPACE SALESMAN required for London 
office of American publications. Good 
prospects for right man. ary /ex- 


to start. 
Box 840 Ad. Weekly 180 Fleet St EC4 
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Octoser 4, 1951 


APPOINTMENTS VACANT 


ADVERTISING AGENCY 
Voucher 


4 ‘Ad. _ Weekly 180 Fleet St BC4 

PHOTOGRAPHY—Representative with 

connections, required ‘by a well 

established Studio offering full facilities 
or tee Monochrome and colour 

Box 711 Ad. Weekly 180, Fleet_ ‘St EC4 

OUTDOOR P ‘UBLICITY, young man re- 

quired by Adverising Agency as Poster 

and Assistant Good know- 

ledge of London and Home Counties. 
srenons ience desirable. 


md bool 
Shorthand and typing essential 
mencing 


ig salary 
Box 17 Ad. Weekly 180 Fleet St BC4 


2 
Production 
men 


(or women) 


WANTED 


as direct assistants to the Partners 
in the old established Advertising 
Agency of Brockie, Haslam & Co. 


Qualifications 


Fair knowledge of typo- 
graphy, printing and process 
blocks. Accustomed to 
handling (though not origina- 
ating) and adapting layouts. 
A mentality to whom it is 
second nature to be order'y 
and systematic, to keep strict 
track of schedules and record 
detailed and intricate ‘‘copy"’ 
instructions in other 
words, ‘‘Precision men’’. 
Write, in first place, giving 
age, experience and salary 
asked. All letters will be 
treated as strictly confiden- 
tial. 


BROCKIE, HASLAM & CO. 
231 Strand, London, W.C.2 


VACA! 


, Russell Street 


A VACANCY exists for a young ae | 
artist who has ha 
to srogrens ta the studio of an 


Box 77) ka. Weekly 180 Fleet St BCA 


ASSISTANT 


required for Publicity Department 
of leading plastics manufacturer— 
man aged about 30. In addition to 
general advertising background, 
experience with engineering manu- 
facture or technical journal would 
be an advantage. Write stating age, 
experience and salary required to 


Box 830 
Advertiser's Weekly, 180 Fleet St., E.C4 


’Phone your Classifieds 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


GROOME AND 
LAKER LTD. 


have vacancy for 
LETTERING 
ARTIST 


Salary: £900 p.a. 


Apply: Studio Manager 
6 ARCHER ST. W.! 


TEL. GER 8473-4 


we et and Lettering Artist (Male or 
female) required by North-West Lon- 
don 9 a ie age, experi- 


lary 
fox 793 Ad. eWeekly Teo Fleet S& BCA 


APPOINTMENTS WANTED 


er ARTIST-<GENERAL 
figure, secks studio position of 


pi 
Box 12 Ad. Weekly 180 Pieet St BC4 
YOUNG LADY. ¢ educated, two years 
training, one year tex-~ 
tule gs (design), desires opening 
in nes business. Commencing 
salary not so 


work, 

_Box 5 Ad. Weekly 180 Fleet St BC4 
CREATIVE LAYOUT ARTIST with ith 12 

years’ agency and studio experience, is 

available to a well established agency 

offering a permanent position 

scope. Ability _ handle 

finished artwork, airbrush 
and practical 
production. will gladly write 
ye to any enquirer if be will ring 


TID 
requires position 
trade 


XSSISTANT EDITOR 
with industrial journal! or paper. 
Good education and sound writing ex- 
x 7 Ad. Weekly 180 Fleet St BC4 


WANT A BUFFER? 


| am looking for a Fro: as 
assistant to an ccount 
» working in 


Executive. | am 
an advertising dept., and want 
more scope. I'm familiar with 
production methods, exhibition 
and P.R. work, and have sound 
sales promotion experience. If 
you're at full stretch, and need 
an aide-de-camp for : 


Please write to Box 848 
Advertiser's Weekly, 160 Fleet St., E.C.4 


eg i Private Secre- 


Excel House, Whit 
(WHitehall 5924). 
_ efficient 
GENERAL ARTIST 5 oe colour work, 
design, layout and illustration, 
change. Some typography. 
a in production of Animated 


Box 8 S41" Ad. Weekly 180 Fleet St BC4 
EXECUTIVE. R 


We 


advertising . 

business experience, former space 
buyer, accoum executive, emo. x 
administrator, a writer 

licist. Aged 


and 
29. lic schoo! ~~ 
ome. ex-officer Ktspatches). t DAA. 
rite 


Box 803 
Advertiser's Weekly, 180 Fleet S¢.,E.C.4 


y 
general and 


AA. 
Box 824 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 
LETTERING & EAYOUT ARTIST 
—. A ae contact mew 


Bor 7i3 Ad. {Weekly 180 Fleet St BC4 
LADY 


Box 842 Ad. Weekly 180 Flee: St BC4 
YOUNG M early twenties, know- 
ledge copy, *plocks, typing. Seeks 
yoy S pomoe 
Box 844 Weekly 180 Fleet St BC4 


HOUSE MAGAZINE 
Trade and Technical Journalist seeks 
position with editorial or publicity 
duties, aged 33 years. _, Experienced | in 


ADVERTISER'S WEEKLY 


PERSONAL 


PUBLICITY 
AND SALES MANAGERS 
visit the 


NATIONAL DISPLAY 
EXHIBITION 


and see the finest and most comprehen- 
sive range of and “ * 
— materi Hall, 

pay ne , October wellly 3 w__. 


Convention 
epee Sete 1 “went 


TRADE ANNOUNCEMENTS 


engineering industry, dr 
photography and article writing. 


Box 850 
Advertiser's Weekly, 180 Fleet St., EC4 
CALLING ALL AGENCIES, 
writer and ideas man secks 


with progressive firm. 
Box 799 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


LETTERING REQUIRED first class 
artist requires New contacts. 
Veekly 150 ) Fleet StI St_BC4 


, free-lance, 
experience 
, still-life, etc 


i 4, sw 13. 
BUSINESS OPPORTUNITIES 


SERVICE TO ADVERTISERS. Good 
ideas 


AM ER A "hen ss 
oduction, ean inquiries 
23 Denmark 


to 

Place, W.C.2. 

mercial Ls , Dbowe : MUS 
; Bloomsbury 


PARTNER required to start publicity and 
public relations nisation; publicity 
man or journalist; fifty-fifty basis. 

Box 843 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


CHANCERY LANE, W 
office building with lift 


available Villiers 

° in existing studio 

telephone 
Stammers_ Lid., 

W.C.2. Whitehall “6010. 

arge block off 


approximately 150 

mainder of suite let to Commercial An 

Studio. Lift fad services. £2 10s. Od. 
wi 


per c rite 
Box 21 Ad. Weekly 180 Fleet St BC4 
BUSINESS PREMISES: Publishers offer 
share/total about 400 square feet —. 
mem store W.1, dispatch and 
facilities available 
x 845 Ad. Weekly 180 Fleet Sit BC4 


SALES AND WANTS 


TO ADVERTISING, i and Dis- 
play Specialists Wh hit we linen 


on — ies. 
: Box 4301, iliam’s vert. 
. Bradford. 


TYPING: Sturictest confidence maintained. 
Rates 2s. pe 


ed 
Sussex. 


COURSES 


CANDIDATES FOR 
THE A.A., LLP.A. and LS.M.A. 
EXAMINATIONS 
are offered a coaching service 
which has won remarkable 
a including a large per- 

— of the A.A. Diplomas 
led in recent years and 
iS MA’ s Pickup Medal in 1944, 
1946, 1948, and 1950. We also 
offer non-examination Courses, 
both comprehensive and 
specialised, in modern Advertis- 
ing, Salesmanship, and Sales 
Management. Send for our 28- 
page booklet ‘Advertising’ or 
‘*Salesmanship and Sales Manage- 
ments”’ (36 pages). Each is pack- 
ed with practical information. 
They are free. So are the willing 
services of our Advisory Depart- 
ment. 
INTERNATIONAL CORRESPONDENCE 
SCHOOLS LTD., Dept. A.W. 15 
International Bidgs., Kingsway, W.C2 


PRINTERS 


FINE ART & PERIODICAL PRINTERS 
Modern organisation and plant. Regular 
road collection and delivery service to 
London (35 miles). On main line. Ask 
for London representative to call. 
Printers to the trade for 50 years. 
WM. CARLING & CO. LTD., 
Hitchin, Herts. Hitchin 93. 


oad Hastings, 


ART PAPER! 


We have in stock 10 tons 23” x 36” 
72 Ib. white art. We are prepared 
to use this for reproduction by 
letterpress on one or more jobs. 
Enquiries please to :— 

J. W. HINDSON & SONS LTD. 


to CHA 8844 (Ex 23) 
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os re ie 
, eg, 
ee f Secretary. Greenly’s Lid., 5 Chancery dij 
ager Lane, W.C.2. . * 
a YOUNG WOMAN required for interest- * yf 

ey ing work on the advertising side of " i 
Sify well-known Fleet Street group of maga- 7 
20 mpanies. | 4) 

mae oe Com- — . 

#4 ae wor 24 hour working satisfies client's a 

Sag desire for speed. Send explicis instruc- a 

gies tions and 100 per cent satisfaction pro- - 

x } vided Acton, 46 Grove Road, ie 
hae _ Hastings, Sussex. 

; y- | DUPLICATING: Sirictest confidence. ey 
Be: > on 100 10 in. x 8 im. 7s. 94. Reduction = 
* I | iis Beciznca:neadings Wart com: | 
at —_, Designed headings. — com- Te 
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+ SIGNER. Personal service. t 
Box 15 Ad. Weekly 180 Fleet St EC4 
a FREELANCE EXHIBITION STAND | 
Bes designer secks further contacts. Write 
_Box 846 ‘Ad. Weekly 180 Fleet St BCs | 
ee GENERAL ARTIST requires free-lance 
Bee or part-time work. Greeting cards, on 
: FP Fashions. Hilustrations—iayout work. = 
5 Also secretarial experience. Anything = 
: imteresting considered. i \ 
Zi Box 847 Ad. Weekly 180 Ficet St BC4 
“ FIRST CLASS COMMERCIAL ARTIST, ’ 

aie! now ks contacts. 13 r 
ar years’ layout, design. 3 
* letteri Write 5 

a _Box 783 A ckly 180 Fleet St BC4 - 

ee LETTERING DESIGN for reproduction. 

Sie, s -_ 
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; Rough Visuals General Artwork at 
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Pp Salk chester Office for a real live space sales- ne entire a 
4 man to represent Style for Men and Over 16,000 : 
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7 is hard but the prospects are — P sy Bureau Reasonabie rental, no premium. MOSS ; 
ery Interviews can be London or n- " & PARTNERS. 15 South Molton ; 
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LE a copy 
52/6 a year 
Post free 


55/- (overseas) 


STOP PRESS 


PRICE FIXING 


members of 


4 


Sy. 


a wee 
fe eae 
IP 45 385 


‘GUARDIAN’ CEASES 
PUBLICATION 


“Guardian,” published by 
& Church Re- 


ae. a 
ae ve 


of 
, 


You can command exceptional plant and 
z | interested men and women for letterpress, 
lithography, colour photography, offset 
fe | deep plates, foundry, machine composition, 
joined with our wish to support your plans. 


When you and we have agreed dates for 
. delivery, that timetable will be adhered to. 


We are reliable printers. That is Printegrity. 


FOSH & CROSS LTD 


80-92 MANSELL ST LONDON. EI 


Sp 


Telephone : ROYal 1731 (10 lines) Telegrams : “ Printrade London * 


—— — —y 


-_ 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led., at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844. 
October 4, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. , 


| Advertiser's : 
—- e REGISTERED Week P| : 
r T GP.O. AS A * 
i ; NEWSPAPER Pe 4 
Ye : ' a cA) ; 
: az ee Rt os Sei eS : a es id “Saas - + eae RE Sate a ne . 
" || _o i 
bs 4 Thirty MME Branded Tex- 7 
: he e tiles Group—makers of clothes, : 
“4 3 e blankets, wool—in memo- 
q ||| | dame Board 2"tade, aati 
to abolish resale price maintenance. 
: To end this system, they say, would be 
: ) AP) i ppm ty al 
Ss re CATES -——— Be caulayenens tn tndutry.  Tentien 7 
Co) — rh) Group insist “We are not a price- : 
: fH \ ’ ‘ . t fixing ring.” 
4 ee iin) | 1.A.M.A. COUNCIL . 
a : —F - 4 i } | = .) a -: Advertising Mana- ve 
members: L. H. Hardern (North i 
Thames Gas), Martin Pick 7 
(Guinness), H. S. Chilton (Hor- a 
lick’s), E. S. James (Denton): new q 
council members: A. R. M. Sedg- q 
wick — A. Cryer (Water- f 
man Pens), G. A. Bond (Spratts ‘a 
Patent). b 
| i | a © 
| a 
view -» ceases publication { 
Friday owing to increased produc- i 
; tion costs. It was established in 
1846. 4 
SUBURBAN PAPERS ; 
*‘CENTRALISE’ fi: 
. = . : ? 
Golders Green Gazette” is central- : 
" ised state London Counties News- 
E papers Lid. Size of “Record’ in- bs 
g creased from 10 to 12 tabloid 
: | ee and price from 24. to 3d. Some [a 
i formes will be common. ; 
pe E. A. Harris appointed advertising u 
fe . and publicity manager Sebel Pro- : 
a ducts Ltd., in succession to J. H. fe 
PF i Watkins a has } ame 7 sales ° 
| | ee +|| |= 
‘ ; Geatey Cook, fit 4 
| ee Ltd., elected chairman of Exhibition a 
an ’ im Manufacturers Association. 
“oe Fe New clients for Commercial Ad- ‘ 
o ‘ vertising Service Lid. inciade Jen- , 
e\ 4 : nings Musical Instruments; Jell and 
a i _ | Cons J. E. Lesser & Co. and Leco 
ae é be | Accessories. 
2 | ; Irish national dailies and selected } 
oi 4 Electric Shavers to hiccdns tee . 
: F a Contour Six a in Ireland. 
r are Janus Advertising % 
§ (Dublin). 4 
E = Foote, Cone & Belding state that 3 
_ | which hey place ‘ads, for’ Heerings | 
A arrangement 
} | Cherry Brandy in this country. a 
ad bhi ES ee ee “st ar Tty 


